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Seating for Value...Individuality... Prestige 


No. 1230 Executive Posture Chair. Coil-spring seat is Whether you’re expanding your office, opening a branch, 
wide, comfortable, mounted on all-welded island base. 
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ROYAL METAL MANUFACTURING CO. 
ONE PARK AVENUE, NEW YORK 16, NEW YORK DEPT. 4-B 


Please send me your complete OFFICE FURNITURE CATALOG 


No. 913 Side Chair. Handsome, ali-steel, square tubular 
frame sturdily welded throughout. Flex-spring seat. Padded 
back, 


tt Oven-baked enamel finish. A prestige chair. or bringing present quarters up to date, matched Royal 
seating should rank high on your list of ‘“‘absolute musts”’ 

No.1278 Secretarial Posture Chair. Day-long, fatigue-free 8 3 8 y 
seating. 4-way adjustable, free-floating, padded contour —for no other investment can add so much to the ap- 
back rest. Stee! construction. pearance, comfort and efficiency of your business home 
No. 911 Arm Chair. Flex-spring seat. Well-padded back. at such a small dollar outlay. 
Wall-saver legs. All-welded tubular steel frame and leg 
braces. 
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How did these COMPANIES?* raise 
$622,226,000 of new capital? 
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Orver OF AN AMERICAN CORPORATION .......+++++++++ $75,000,000.00 


SEVENTY- FIVE MILLION AND eeeeeeeeeeeeeeeeeeenesenes 00/100 DOLLARS 








KIDDER, PEABODY & CO. NO.5290 


NEW YORK, N.Y. 
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Aerojet-General Corporation 

Beatrice Foods Company 

Carolina Telephone and Telegraph Company 
Central Hudson Gas & Electric Corporation 
Commercial Credit Company 


Florida Power Corporation 

Florida Power & Light Company 

The General Tire & Rubber Company 
Idaho Power Company 

International Milling Company 
Interstate Power Company 

Missouri Public Service Company 
Public Service Company of New Hampshire 
Rath Packing Company 

South Carolina Electric & Gas Company 
Standard Packaging Corporation 
Standard Pressed Steel Co. 

United Utilities, Incorporated 

The Washington Water Power Company 


42 additional Corporations— not listed. 
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Some of this $622,226,000 was raised by public offerings 
of securities, some through private placements—some of 
the securities were common stocks, some were preferreds, 
some were bonds. All of it was raised during 1957 by 
Kidder, P 


ager of nationwide underwriting groups or as agent. 


eabody & Co.?, acting as manager or co-man- 


You are invited to call on us when your 
corporation needs additional capital. 


KIDDER, PEABODY & CO. 
FOUNDED 1865 
Members New York and —American Stock Exchanges 
Members Boston and Midwest Stock Exchanges 
17 WALL STREET New York 5, N.Y. 


Boston CHICAGO Los ANGELES PHILADELPHIA 





tand its corporate afliliate, Kidder, Peabody & Co. Incorporated 


(For more information, see last page) 
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Leave it to a woman to quickly note and 
appreciate work-saving efficiency. But it’s the 
man behind the new Shaw-Walker Work- 
Organized Desk who profits. He gets away from 
the office earlier and is less tired. 

Ingenious Work-Organizing drawers provide 
space for letter trays, paper folio, card files, 
binders and other items that clutter the top of 


% “Built Like o 





New Work-Organized Desk (a beauty, too) is 
really amazing help in getting day's work cone 











As efficient as my streamlined kitchen, 


His wife knows why he gets home on time now! 





ordinary desks. And imagine 
this! There’s even drawer space 
for your telephone and waste- 
paper. Really ingenious! 

With the desk top clear and 
everything efficiently organized 
in the drawers you just can’t help but do more, 
easier. It’s the nearest yet to desk automation. 

Our new brochure ‘“The World’s Most Ad- 
vanced Executive Desk’? shows how to use 
these desks for greater accomplishment. It also 
pictures all models in colorfully decorator- 
planned executive suites. Ask our local branch 
or dealer store or write Muskegon 89, Mich. 


Largest Exclusive Makers of Office Equipment 





” his wife said 


Muskegon 89, Mich. Representatives Everywhere 





GHAW-WALKE 
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Prominent Users of Strathmore Letterhead Papers: No. 132 of a Series 








JOHNS-MANVILLE 
CORPORATION 


22 CAST 407% STREET + NEW YORK 16, ¥. + TELEPHONE, LEXINGTON 2 7400 


A century of industrial 
leadership is expressed in 
this symbol which will 
keynote the Johns-Manville 
anniversary throughout 1958. 






Progress 
builds on Quality! 


You can tell a company’s character by the letter- 
head it keeps. Johns-Manville, a long-time Strathmore user, for 
example, recently selected still another fine Strathmore paper for 
its anniversary letterhead. Such continuing loyalty is, happily, com- 
mon with Strathmore users—among whom are an extraordinary 
number of the most distinguished firms in the nation. They remain 
convinced, year after year, that their business correspondence on 
Strathmore is a quality character reference of the most expres- 
sive sort. 


Johns-Manville protects against fire, weather and wear 
with asbestos building materials...safeguards water supplies with 
asbestos cement pipe...controls heat and cold with insulations, 
motion with asbestos brake lining. Johns-Manville makes homes 
more comfortable and helps industry produce better products for 
better living. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT, 
THISTLEMARK BOND, ALEXANDRA BRILLIANT, BAY PATH BOND, STRATHMORE WRITING, 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO. 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL, STRATHMORE BOND TRANSMASTER, REPLICA. 


STRATHMORE 


MAKERS OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 





(For more information, see last page) 
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Pagemaster provides instant contact throughout the 43-acre, 83-building plant of Parke, Davis & Co. in Detroit. 
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Instant paging in 83 buildings 
.with Pagemaster® 


You might think it’s hard to keep track of a 
key man in the Detroit plant of Parke, Davis 
& Co., where 83 buildings spread out over 43 
acres. 

But with a Pagemaster Selective Radio 
Paging System by Stromberg-Carlson, Man- 
agement can instantly and privately contact 
any individual equipped with a pocket re- 
ceiver—no matter where he is, indoors or out. 

You, too, may face the problem of reaching 
key people in a multi-building plant. Or yours 
may be a one-building operation. Pagemaster 
ts equally effective in both cases. 

Here’s how the system works: your key 
people are equipped with transistorized pock- 
et-size receivers. An encoder, about adding- 
machine size, is installed next to your switch- 
board. A transmitting antenna is conveniently 
located elsewhere on your premises. 

When you want to contact an individual 
who may be away from his usual location, 
your switchboard operator sets dials on the 


encoder and flips a switch. Instantly, that 
person’s receiver—and only his—responds 
with a pleasant tone signal. He simply picks 
up the nearest telephone and reports. The 
signal automatically repeats every 20 seconds 
until he answers. 

You can have a 
Pagemaster system 
engineered to suit the 
specific requirements 
of your operation. 
Receivers can be 
added as you need 
them without addi- 
tional installation 
costs. You can lease 
a system as well as 
buy it outright. 

For complete information, contact the 
Pagemaster distributor listed, by cities, in 
the column to the right. Or write to us at 
201 Carlson Road. 


Streamlined pocket re- 
ceiver weighs only 7 oz. 


“There is nothing finer than a Stromberg-Carlson” 


STROMBERG-CARLSON 


A DIVISION OF GENERAL 


GD 


DYNAMICS CORPORATION 





AUTHORIZED DISTRIBUTORS 


Atlanta 3, oy 5H 

The Lanier Co., 151-55 NW Spring 

Baltimore 18, Maryland 

John A. Morefield, 3120 St. Paul 

Birmingham, Alabama 

The Lanier Co., 2129 7th Ave. S. 

Boston 15, Massachusetts 

DeMambro’s, 1095 Commonwealth 

Buffalo 10, New York 

Regal Electronics, 796 Clinton 

gg Hill, Pennsylvania 

John : ie Company 

Canton 9, Ohi 

George F. Ebel, 3017 NW Cleveland 

Sanford, North Carolina 

Cmmwith’ Assoc., Box 1025 

Chattanooga, Tennessee 

The Lanier Co., 19 Patten Pkwy. 

Chicago 39, Illinois 

Boom Electric, 5226 W. Grand 

Cincinnati, Ohio 

Shaffer Music os 1200 Wainut St. 

Cleveland, Ohi 

& de Skinner Co., 5010 Lakeland 

Columbus 8, Ohio 

Shaffer Music Co., 849 N. High St. 

Dallas 31, Texas 

Carter Engineering, 6762 Greenville 

Dayton 2, Ohio 

Copp Radio Labs, od W. Monument 

Denver 3, Colora 

Empire Radio & TV, “too Bwy. 

Detroit 7, Michiga 

C. A. Nutting, 635 . Jefferson 

Houston 6, Texas 

Audio Center, 1633 Westheimer 

Indianapolis, Indiana 

Shaffer Music Co., 1327 N. Capito! 

Jackson, aagey ig. 

The Lanier Co., 130 S. President 

Jacksonville, Florida 

The Lanier Co., 123 W. Beaver 

Kansas City 2, Missouri 

Engineered Sound & Comm. Co. 

18 W. 63rd St 

Knoxville, Tennessee 

The Lanier Co., 1800 Grand Ave. 

Los Angeles 17, California 

Guardian Pacific Co., 6th & Grand 

Lubbock, Texas 

Radio Paging Service 

503 G. Plains Life Bidg. 

Memphis, Tennessee 

Bluff City Dist. Co., 234 East St. 

Miami, Florida 

The Lanier Co., 300 NW 12th Ave. 

Milwaukee 4, Wisconsin 

United Organ Co., 640 W. oe St. 

Minneapolis 3, ‘Minnesot 

Stark Radio Supply, 71S. 12th St. 

Nashville, Tennessee 

The Lanier Co., 212 6th Ave. S. 

Nassau, New York 

Hudson Associates 

New Orleans 20, Louisiana 

E. Emile Rackle, 3855 Airline Hwy. 

New York 11, New York 

Gross Distributors, 216 W. 14th St. 

Oklahoma City, Oklahoma 

2-Way Radio, 921 NW 4th 

yg hia 21, Aryoy seen 
H. Sparks, Inc., 1618 N. Broad 

Pittsburgh, Pennsylvania 

Hahn Radio, 700 Penn Ave. 

Turtle Creek, Penna. 

Portland 11, Oregon 

Manchester-Chandler Co. 

2915 N. E. Alberta 

Richmond 6, California 

Watson Communication Systems 

10533 San Pablo Ave. 

Richmond 19, Virginia 

Cottrell Electronics orp. 

408 East Main Street 

Rochester, New Yor! 

Rochester Radio Supp 600 E. Main 

Salt Lake City 2, Uta 

— Supp y, 225 E. oth Ss. 


Seattle 3, Washington 
w.D. Lasater Company, 615 No. 3Sth St. 
Spokane 1, Washington 
NW Electronics, N. 102 Monroe St. 
Springfield 9, Massachusetts 
Valley Sound Corp., 958 State Street 
St. Louis 13, Missouri 
Tesco Telephone Electronic Sound 
2612 N. Kings Highway 
Lg ge 3, New York 

G. Brown Sound Equip. 
521-527 E. ie t. 
Tampa, Flori 
The Lanier Co., “7025 Henderson 
Toledo, Ohio 
Warren Radio Company, 1002 Adams Si. 
Turtle Creek, Penns a 
Hahn Radio, 700 Penn 
Waco, Texas 
Waco a a 1213 Clay 
Washington 5, D. C. 
Tempo E Ectrealcs, 1341 L St., NW 


» 4 ® 4 EXPORT: Ad. Auriema, Inc. 
3 > RS 2 : 85 Broad, New York 4 
wae Pagemaster Sales « Rochester 3, N.Y. Oh ad CANADA: 


Hackbusch Electronics 


Electronic and communication products for home, industry and defense 23 Primrose Ave., Toronto, Ont. 


(For more information, see last page) 
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These booklets—promotional and otherwise— 


contain ideas of possible profit to you. For free 
copies, simply circle corresponding key numbers 
on the Reader Service Card in back of issue. 


FOR FREE COPIES, USE READER SERVICE CARD 


W 


Fork lift safety hints 


Tips on how employees can operate 
fork lift trucks more safely are fea- 
tured in an _ eight-page, two-color 
booklet by Lewis-Shepard Products, 
Inc. 

Fully illustrated with a series of 
cartoon-type drawings, the booklet 
not only points out specific safe oper- 
ating practices, but actually serves as 
a guide in setting up a fork lift truck 
driver training course. 

Topics discussed: selecting opera- 
tors, classroom instruction, driving in- 
struction and maintenance responsi- 
bilities of the training operator. 

For a free copy, circle number 621 
on the Reader Service Card. 


Ww 
Hand lift trucks 


Mechanical and hydraulic hand lift 
trucks—what they are, how they op- 
erate, how to select them and how to 
use them—are explained in full in a 
16-page booklet. 

The booklet’s purpose is educa- 
tional; it does not attempt to sell the 
product of any one manufacturer. It 
is published by the Association of Lift 
Truck and Portable Elevator Manu- 
facturers. 

Both skid type and pallet type 
hand lift trucks are described. Basic 
principles of lifting mechanisms are 
reviewed: single- or multi-stroke me- 
chanical, or hydraulic. 

For a free copy, circle number 622 
on the Reader Service Card. 
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Copying machines 


Photocopy machines serve as an 
executive convenience and as cost 
savers in paperwork systems. How 
such machines save time and money 
in purchasing, sales, production, ad- 
vertising and other departments is 
described in a new 16-page illus- 
trated booklet by Eastman Kodak. 

Titled “Verifax Copying—Versatile 


Time-Saver for Busy Offices,” the 
booklet describes in capsule case his- 
tories how firms from trucking to con- 
struction put photocopy machines to 
profitable use. 

For a free copy, circle number 623 
on the Reader Service Card. 
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Sales speakers available 


Men like Board Chairman Alfred 
C. Fuller of Fuller Brush Co. are 
among a new list of sales-minded 
executives available for speaking as- 
signments at sales meetings and other 
business or civic functions. 

The list, published as a 12-page 
booklet, comprises the “Speakers Bu- 
reau” of the National Association of 
Direct Selling Cos. It fully identifies 
each of 50 available speakers, indi- 
cates his location and chief speaking 
topics, and whether or not a fee or 
expenses are involved. 

Included in the booklet: Glenn R. 
Fouche, board chairman, National 
Sales Executives, Inc.; Stephen Sheri- 
dan, assistant to the president of Elec- 
trolux Corp.; Brownie Wise, vice 
president, Tupperware Home Parties; 
H. A. Schatz, sales manager of 
Kitchen Craft Co. 

For a free copy, circle number 624 
on the Reader Service Card. 
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How much filing costs 


How much does the filing opera- 
tion in your company cost? A new 
manual by Remington Rand will give 
you a close estimate—as well as a de- 
tailed plan of action for cutting filing 
costs and improving efficiency. 

Among the practical tools provided 
are formulas for measuring “finding 
efficiency,” “filing reference rate,” and 
“file clerk efficiency.” A list of 19 
check points is included to help you 
uncover the strengths and weaknesses 
of your filing operation. 

An easy-to-use reference chart pro- 
vides at a glance the cost of operating 


a four-drawer file, depending upon 
the average salary of file clerks, and 
the average number of files handled 
by each clerk. 

The 28-page manual is titled, “How 
to measure your filing costs and ef- 
ficiency.” 

For a free copy, circle number 625 
on the Reader Service Card. 
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How to protect drawings 


Engineering drawings require safe- 
guarding. A new, comprehensive sys- 
tem for duplicating, filing and safe- 
guarding these drawings is set forth 
in a booklet by Recordak Corp. 

Employing 35mm microfilm, the 
program condenses engineering draw- 
ings to card-file simplicity and acces- 
sibility, establishes both a security file 
and reference file, facilitates distribu- 
tion of prints, and, says Recordak, 
results in dramatic dollar-savings in 
engineering manhours. 

The program can easily be adapted 
to meet the individual requirements 
of any organization, regardless of size, 
that faces the problem of controlling 
engineering drawings. 

For a free copy, circle number 626 
on the Reader Service Card. 
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Wall and ceiling panels 


Plastic-finished wall and ceiling 
panels which faithfully reproduce 
wood and marble appearance are de- 
scribed and specified in an eight-page 
full-color folder by Marsh Wall Prod- 
ucts, Inc. 

Described and illustrated are hard- 
board panels, tongue-and-groove 
planks and blocks, and a rigid hol- 
low-core paneling that is applied di- 
rectly over framing or furring without 
backing materials. Installation acces- 
sories are also included. Seven wood 
grains and five marble patterns are 
shown. 

For a free copy, circle number 627 
on the Reader Service Card. 


NOTE: Other editorial items and most advertisements in this issue are key coded for your convenience. Use 
Reader Service Card to request additional details. 
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How Modern Bruning = : 


Copying Machines Slash 
Accounting Paperwork 
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Add New Information to Original Worksheets; 
Make Updated Copies Mechanically! 


1. Enter new or variable information on the original 
form or worksheet printed on ordinary trans- 
lucent paper. 


2. Make sharp, black-on-white, “photographic” 
copies of the updated original in your Bruning 
Copyflex copying machine—in just seconds. Any 
number can be made, and at less than a penny 
each for materials for the 82 x 11" size. 


3. To re-issue the report, with new or additional 
information, simply add this information to the 
original translucent form or worksheet and make 
new Copyflex copies. 


That’s it — with modern Bruning Copyflex copying 
machines! No rewriting or retyping of basic or repet- 
itive information from one form to another. No clerical 





(BRUNING 
TE ay 





copying errors. No proofreading. You free personnel 
for other vital work; get reports out days earlier. 

You can apply Copyflex to almost any accounting 
or systematized paperwork in your business. And any. 
one in your offices can make Copyflex copies. Just place 
the translucent original on a sheet of sensitized Copyflex 
paper and feed both into the copying machine. A sharp, 
black-on-white copy (or color-tinted, if desired) emerges 
in seconds. Machines are clean, quiet, and odorless — 
ideal for office use. They are available with copying 
widths up to 54” and are priced as low as $555 for the 
handy table model shown above. 

Use the coupon below to get your copy of our 
16-page booklet that fully describes how Copyflex can 
save you thousands of dollars annually in time and 
work in major accounting operations. 





—em-— Send for Your Free Copy! =? eo = 
Charles Bruning Company, Inc., Dept. 22-F 
1800 Central Road, Mount Prospect, Ill. 


Offices in Principal U. S. Cities 
In Canada: 105 Church St., Toronto 1, Ont. 


Please send me my free copy of the 16-page 
booklet, “Shortcuts to Accounting” 

















Name Title 
Company___ a Ne 
Address___ ” 

City County State 








(For more information, see last page) 
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LETTERS 

JUST 

LOOK 

BETTER ...- 
when typed on Old 
Deerfield Bond, the 
better business paper. 
A 50 per cent cotton 
content bond, Old 
Deerfield has a long- 
standing reputation 
for top quality and 
value! | Make that 
*firstitimpression" a 
good one -- insist on 
better-looking letters 


on OLD DEERFIELD BOND. 


4 9, Mi 
} 
\ i 
+ ij 





OLD 
DEERFIELD 
BORD 


Better papers are made with cotton ther 


MILLERS FALLS PAPER CO. © MILLERS FALLS, MASS. 


(For more information, see last page) 














LETTERS TO THE EDITOR 


Bankers on the board 


Sm: Regarding your January issue 
article, “Should you have a_ banker 
on your board?” I'd like to say that 
the negative characteristics mentioned 
for bankers as directors apply with 
equal or even greater force to any 
other business or professional people. 
Conflicting interests, domineering per- 
sonalities and so forth are not the ex- 
clusive possession of bankers. They 
are characteristics of individual direc- 
tors, and aren’t indicative of a man’s 
calling. 

A recent study on “What Bankers 
Think of Themselves” brings out some 
interesting comparisons on the atti- 
tude towards banks and bankers. A 
report of the study was presented by 
Leo Burnett, chairman of a Chicago 
advertising agency (bearing his name) 
at the Financial Public Relations As- 
sociation convention and was reported 
in the December 30, 1957 issue of 
American Banker. 

The study was conducted among 
three groups of people: 1) bank offi- 
cers; 2) a public sampling of men and 
women; and 3) advertising agency 
executives. 

The survey participants were pro- 
vided with six cards, each bearing 
the name of a business or professional] 
category: banker, manufacturer, doc- 
tor, college professor, insurance sales- 
man, and advertising man. 

The participants were then pro- 
vided with a list of 10 personal char- 
acteristics, and, for each of these char- 


acteristics, they were asked to arrange 
the cards in the order they would 
rate a man from each of the six busi- 
ness or professional categories. 

The results were interesting, par- 
ticularly as they pertained to bankers 
(see box). 

I have placed an asterisk next to 
some of the personal factors. These, 
in my opinion, are among the more 
important characteristics to be con- 
sidered in the selection of corporate 
directors, and they indicate some of 
the qualities that bankers could be 
expected to bring to a board. It 
seems desirable that each board 
should be made up of individuals rep- 
resenting a good cross-section of the 
business and professional community. 

It seems to me that in the matter 
of selecting corporate directors, it is 
a better idea to base judgements on 
a consideration of the individual’s per- 
sonal qualifications, rather than on 
generalizations regarding his affilia- 
tion with any particular industry or 
profession. 

WILLIAM L. BARTON 
ASSISTANT VICE PRESIDENT 
EAST RIVER SAVINGS BANK, NEW YORK 


Advanced planning 


Sir: The survey reported in your Jan- 
uary issue confirms the fact that 
management has not awakened to the 
benefits of long range planning. 

Look at your survey. Only 18% of 
the companies claim to have formal 
advanced plans. The 30% who say 
they have no advanced plans are at 
least being honest with themselves; 
the 52% who say they have “in- 
formal” advanced plans are just kid- 
ding themselves. Only by formally or- 
ganizing the planning effort can a 
company hope to have the planning 
produce profits. 

Advance planning is a primary re- 
sponsibility of the company president; 
this primary responsibility cannot be 
assigned to an assistant, another ex- 





Factors 


*Honesty (compared with most men) 
*Carefulness (everything just right) 
*Intelligence (more than most men) 
Contributions to welfare of society 
*Prestige 
Wealth 
Sharpness and cleverness 
*Pride 
*Creativeness (new ways of doing 
things) 
Interesting personality 





BOX SCORE: how bankers rank 


Public’s Bankers’ Adv. Men’s 
Opinions OwnViews Opinions 
3rd Ist 3rd 
2nd Ist Ist 
3rd 3rd Ath 
Ath 3rd 3rd 
Ist Ist 2nd 
3rd Ath 3rd 
3rd Ath Ath 
Ist 2nd Ist 
3rd Ath 6th 
5th Ath 5th 
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Here’s why 
you'll be 
happier 
with “those 
heavenly 
carpets 










Zées. . the leader in contract carpet! 


4. Superior service. Lees service is second to none— 
thanks to Lees carefully selected local dealers. 


1. Best quality. Lees Carpets are made from the finest 
carpet wool. Durable nylon can be added to give increased 
wear in high traffic areas. 

2. Best prices. Lees dealers will give you the most value 
per dollar in contract carpet, anywhere at any time. 

3. Broadest line. Lees brings you the widest selection of 
colors, patterns and textures in the business! Special 
designs made to order to suit your particular needs. 


LOOK AT THE NAMES THAT LOOK TO LEES FOR CONTRACT CARPET: Sherry Netherlands Hotel 
S.S. United States « 


The Dinkler Hotels ¢« The Coca-Cola Company e 


To solve your carpet problem contact Lees Commercial Division, Bridgeport, Pa., or offices in principal cities. 


5. Long experience. Lees offers you the know-how of more 
than 100 years’ experience in the carpet yarn business. 


6. Finest modern mills and methods. Lees carpets are 
made on the newest, most efficient looms in use today. 


7. Top designers. Lees heavenly carpets are famous for 
style—the smartest colors and patterns in the industry. 


Lord & Taylor, N.Y.C. 





(For more information, see last page) 
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LAMSON 


pioneers the conquest 
OF INNER SPACE - 


s 


nent 
| 
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AUTOMATIC 


AIRTUBE SYSTEMS 


give telephone speed to paperwork 





We’re not planning to send Airtube carriers 
to the moon. But we do know a lot about 
inner space—the space enclosed by the walls 
and ceilings of your offices and plant. 

We know too, that as businesses expand, 
communications between offices and 
departments often become sluggish and 
uncertain. Perhaps you’ve noticed— 

and criticized—unwarranted delays in 
handling paperwork in your operation. 


For large spaces or small, Lamson 
Automatic Airtube Systems deliver 
correspondence, punch cards, drawings, 
samples, tools and small parts with telephone 
speed. Each carrier automatically selects 
its proper destination, saving men, 
minutes and money. 


The Lamson field engineer in your area 
will gladly make a study of your operation, 
at no cost to you. Write us. 


LAMSON CORPORATION 
202 Lamson Street, Syracuse 1, New York 


Plants in Syracuse and San Francisco © Offices in All Principal Cities 


Manufacturers of Pneumatic Airtube* Systems © Selective Vertical Conveyors »* Food Service Systems 


*Trade Name 








ecutive, a committee, or a consultant. 
All of these other people can help 
the president—to gather facts and 
plan for the planning—but the real 
responsibility must remain with the 
top man. 

True planning, by the way, is a 
living instrument. It must be revised 
regularly—with projections kept at 
least five years ahead in general, two 
years in detail. A good plan never 
gets out of date because it has auto- 
matic revision built into it. 

We are glad to note that 72% of the 
companies you interviewed admit that 
they are not doing as much planning 
as they should. This is progress. The 
pressure of their competitors who are 
planning will soon speak far more 
eloquently than any magazine or con- 
sultant to convince companies of the 
benefits of true planning. 

BRUCE PAYNE 
BRUCE PAYNE & ASSOCIATES 
WESTPORT, CONN. 


Aid to education 


sin:. . . your clarion call in the 
January issue of Management Meth- 
ods for businessmen to rally to the 
cause of our schools is one that I 
hope many businessmen will heed. 

You point out many ways in which 
business can participate. All the rec- 
ommendations are valid and sound, 
and should be participated in. 

However, every company, over and 
above this, should realize that it has 
a financial stake in education. While 
many companies now recognize that 
this is part of the social responsibility 
of business, it is not yet a widely 
enough accepted concept. Firms like 
Sears, Roebuck, the B.V.D. Co., Inc., 
etc., have well-developed plans to 
help education. It is essential that 
more managements realize that they 
have the leeway in their tax struc- 
ture to spend money for education, 
and by not doing so they are follow- 
ing a short-sighted policy. 

I hope that businessmen will read 
your article and take it to heart, be- 
cause in the last analysis, if our 
schools fail our social structure and 
business will also fail. 

HARRY C. ISAACS, VICE PRESIDENT 
THE B.V.D. COMPANY, INC. 
NEW YORK 16 





REPRINTS AVAILABLE 

Heavy response to last month’s 
article, “How to popularize your 
annual report,” has resulted in a 
supply of reprints being made 
available. Single copies or small 
quantities can be obtained on re- 
quest. Address the article’s author, 
Dr. Solomon Balsam, Contempo 
Agency, Inc., 551 Fifth Ave., 
New York 17. 
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WANTED: Man on his way to a 


directors’ meeting with an open mind 


about Electronic Data Processing 


Possibly at today’s meeting, management will bring up the prob- 
lem of paperwork indigestion. 


This opens up the whole subject of electronic data processing. Top 
level thinking is needed for the decisions in this area. A large invest- 
ment is involved. 


If you read one paragraph further, you will be able to contribute 
a most important fact to the discussion. 


The great new advance in large-scale data processing is Honeywell’s 
DATAmatic 1000. Any organization that wants the newest, fastest, 
shrewdest thing in a giant electronic brain should have the facts on 
this latest achievement of Honeywell engineering. 


If you are an engineer or scientist, yourself, you may want to get 
into the electronic ‘“‘hows” and ‘‘whys” of DATAmatic 1000, to 
check personally on its record-breaking speed and unequalled ca- 
pacity. You surely will want to know about this new brain’s sizable 
advantage in true cost. 


Detailed analysis properly belongs to an electronic data processing 
investigating committee. Honeywell hopes its tests will be the tough- 
est possible. 


Top management need bear in mind only this one point: consider- 
ation of any large-scale data processing program is incomplete without 
the facts on DAT Amatic 1000. 


Our applications engineers will be glad to discuss your problems. 
Write to Walter W. Finke, President, DATAmatic Division, Dept. 
M2,Newton Highlands 61, Massachusetts. 


Honeywell 


[H) DATAmatic 


ELECTRONIC DATA PROCESSING 


(For more information, see last page) 
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Automatic tape 
billing department in one desk 


The challenge of 
Friden /ape-Talk is bis 
as your imagination 


If you can imagine an Automatic 
Office, Friden can deliver it now! 
That’s the authentic, down-to- 
earth miracle Friden builds into 
machines that write, read and cal- 
culate with punched paper tape! 
To benefit by this miracle, your 
mind must open to radical change 
—from familiar, standard methods 
of handling paperwork to auto- 
matic systemizing by Tape-Talk. 
Friden promises this: In exact 
proportion to the degree of office 


Cee eee eee eee eee ee eee ee eeeeees 


por® Add -Punch® 
: Automatic code tape 
adding-listing machine 


automation you wish to achieve, 
Friden Tape-Talk machines will (1) 
Eliminate need for manual move- 
ments and operator decisions; (2) 
Increase work volume output with- 
out increasing payroll costs or over- 
time; (3) End primary and com- 
pounded errors normally occurring 
in data recopying. 


Call your nearby Friden Man or 
write Friden, Inc., San Leandro, 
California...sales, instruction, serv- 
ice throughout U.S. and the world. 

© Friden, Inc. 
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Automatic calculator-tape 
punch combination 


Solectadota 


Automatic tape 
reader-selector-sorter 


eee eee ee eee eee ee eee ee eee eee eee eee ee 


Automatic tape 
transmitter-receiver 


Automatic justifying 
type-composing machine 
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Automatic tape 
writing-accounting machine 


Friden fully automatic 
Calculator— 
The Thinking Machine of 
American Business 








(For more information, see last page) 
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Friden 
Natural Way 


Adding Machine 
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“WHY 


so much industry 










prefers to locate in 


DEBT-FREE 





INDIANA IS 


COMPLETELY 


DEBT-FREE! 





INDIANA'S 
“Right-to-Work” Law 


IS THE FIRST ENACTED BY 
A MAJOR INDUSTRIAL STATE 
1S NOW THE 


i 
ne *, 
CENTER OF 


almost EVERYTHING 


INDIANA 


IN INDIANA 
YOU CAN'T BE 
MORE THAN 25 MILES 
FROM A COLLEGE! 


and ONLY 1 PLANT 

HAS LEFT INDIANA 

..-FOR EVERY 100 
WHICH HAVE COME IN 
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Sr 
OTHER State g% 
and Local onl} 
Governments are 


BILLIONS IN DEBT! 
(up 200% in 10 years) 


corporation tax 
manufacturer's tax 


net worth tax 


Belg ks 
Oo 10 10 10 


value-added tax 


NS MILLION 

PEOPLE 
y WITHIN 

575-Mi. RADIUS 


CENTER OF 
AMERICAN MARKET 


60 COLLEGES, 
UNIVERSITIES 
and Extension Centers 


..including top-ranked 


engineering schools 


INDIANA IS 


] IN ITS ? IN THE 
Sf area nd nation 
in per capita 


NEW-PLANT BUILDING 


{$1.7 billion 1954-57 + 6.5% of U.S. total 


(For more information, 


Dear Sir: 


“oe ne 


DIRECTOR, INDIANA DEPARTMENT OF COMMERCE 
333-G, STATE HOUSE 
INDIANAPOLIS, INDIANA 


Please send me a copy of your new 40-page brochure. 





| 








INDIANA'S 
CONSTITUTION 


FORBIDS 
Bonded State Debt 





NO penalty tax 
_NO “use” tax 
_NO sales tax 


NO “nuisance” tax 


NOW 


INDIANAPOLIS 
PENNSYLVANIA 
1850 


CENTER OF 
U. S. MANUFACTURING 


“proor &™. 
of the 29, 
PUDDING” 


is Industry's RESPONSE 
to “The Indiana Story” 


On a per capita basis: 


INDIANA OUTRANKS 
THE STATES WHICH ADD 
THE LARGEST TOTAL 
VALUE TO GOODS 
BY MANUFACTURE 


see last page) 


IN INDIANA... 


New Industries 
DON’T pay 
yesterday’s bills! 


ONLY 1 


Indiana Tax-Rate Increase 
in 26 years 


(AND NO MORE CONTEMPLATED) 


- 
=" _#+- 


Fe 
~~” @\S 
2 


INDIANA is literally the 
“CROSSROADS 
of the NATION” 


7 NEW PLANTS A 


MONTH IN INDIANA 
April 55 - May '57 


and 10 A MONTH 


for the past year 


When YOU plan a plant 


Remember 


DEBT-FREE 
INDIANA 
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How Do You Provide Extra Seating 
for VIP’S and guests in your office? 


Do the extra seating facilities of your office re- 
flect the prestige of your business? Can you 
provide ‘‘Reserve Seats” for important business 
associates and customers in your executive 
offices—chairs that take little storage room but 
are handsomely upholstered, scientifically de- 


Send For This Case Study Today 
6-page color brochure tells ‘‘How a 
Chicago Executive Office Provides 
RESERVE SEATS for Visitors and Em- 
ployees.” Read how Clarin offers extra 
seating with a prestige look—backed by 
a ten-year guarantee stamped in steel! 





signed for extra comfort and strength, decorator- 
designed for lasting beauty? Clarin brings you 
a new concept in seating arrangements— lux- 
urious comfort combined with flexibility and 
mobility. Write for your copy of Clarin’s free 
“‘Reserve Seat”’ brochure. 


CLARIN 





(For more information, see last page) 
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RECENT COURT CASES 











Re 


By Benjamin Newman 


Tax Attorney, Koenig and Bachner, New York. 


THE QUESTION 


Is the sale of stock in a publicly-owned corporation by a 
husband through a broker member of the New York Stock 
Exchange, and the purchase by his wife in the open market 
of stock in the same corporation, the equivalent of a sale by 


husband to wife? 


Tue Facrs—A husband and wife, 
who individually owned _ stocks 
which had declined in value, 
wished to secure the benefit of de- 
ductible tax losses by selling their 
respective securities. At the same 
time they did not want to lose con- 
trol of the securities. They could 
not sell the stock to each other be- 
cause, under the Internal Revenue 
Code, losses on sales between mem- 
bers of a family are disallowed. 
They worked out a plan in which 
each bought in the open market 
an identical number of shares of 
the same stock owned by the other, 
and on the following day sold on 
the market the shares originally 
owned. In the case of one security, 
the transactions were carried out 
through brokers on the New York 
Stock Exchange, and in the case 
of the other security on the “over- 
the-counter” market. The identities 
of the persons selling and buying 


from the couple was never actually 
known. 

The Commissioner of Internal 
Revenue disallowed the capital 
losses the taxpayers claimed on 
their joint return. 


Tue Rutinc—The U. S. Tax Court 
in upholding the Commissioner’s 
disallowance claimed that the pur- 
chases and sales were parts of a 
single prearranged plan of which 
the result amounted to an indirect 
sale between members of a family. 
Disallowing losses on sales between 
related interests, whether made di- 
rectly or indirectly, does not de- 
pend upon the simultaneous execu- 
tion of the purchase and sale. The 
application of the Code is not lim- 
ited to a fixed number of methods 
of creating losses. (John B. and 
Gwendolen N. Shethar v. Commis- 
sioner of Internal Revenue, U. S. 
Tax Court, decided Sept. 25, 1957.) 





THE QUESTION 


Is a Reserve for Bad Debts deemed income to a corporation 


at the time it liquidates? 


Tae Facts—Taxpayer corporation, 
after having been in business num- 
erous years, decided to terminate 
its venture, liquidate the corpora- 
tion and distribute the remaining 
assets to stockholders after paying 
the corporate obligations. In ac- 
cordance with the plan of liquida- 
tion, the corporation sold its assets, 
including the accounts receivable, 
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at face value. There still remained 
on the books of the corporation a 
Reserve for Bad Debts which had 
at all times been reasonable and 
necessary and which had been ac- 
cumulated by taxpayer by annual 
additions. Taxpayer had derived 
tax benefits every year from the 
additions to the Reserve for Bad 
Debts inasmuch as they were at 








when he found what hand- 
collating was costing him! 


Recently the Macey people made a 
complete study of how much time we 
spent hand-assembling manuals, forms 
and reports in our office. Until then 
the boss had never realized how much 
it cost him to have skilled help walking 
around a table sorting out sets of papers. 
Now (thanks to my boss) we have a 
Macey Collator. One girl and the 
Macey do more work than eight of 
us used to. 
No errors! No overtime! No 
wasted help! Our Macey will soon 
finish paying for itself. 

If you’re still collating by hand, get 
in touch with Macey! 


MACEY 
COMPANY 


A Subsidiary 
of Harris-intertype 
Corporation 





5350 West 130th St., Cleveland 30, Ohio 


[] Send me your booklet showing how other 
companies are saving money with a Macey. 
(] We want, without obligation, a free study 
made of all our hand-gathering operations. 





Name Soren ere! scodieatilnapeiataoe’ sil 
Company Bess Sees 1. SS 
Address scmstentticiarsianlaiaaiia SESE 
| ees Se 
(For more information, see last page) 
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NOW READY! 


The new Fourth Edition of 


MOTION AND TIME STUDY 


By RALPH M. BARNES -—~~. 


: : ° : 4 
University of California, ‘s 
'§ 


Los Angeles ' 
A sound and authori- 4) 
tative guide, thoroughly "> 
revised to bring you the very new- 
est material in the field of motion 
and time study. In this lucid pres- 
entation of principles, cases, and 
problems based on the author’s 
vast industrial experience, you 
will find: the best and most mod- 
ern theory and practice; complete 
coverage of Work Sampling; im- 
portant background information on 
electronic data processing equip- 
ment; all known systems of motion 
data; plus completely new chapters 
and illustrations. 


1958 665 pages Illus. $9.25 
Send for your ON-APPROVAL copy now ! 


SS SS SS SS SSS SSS eS SS SS eS ee ee 
JOHN WILEY & SONS, inc. MM-18 
440 Fourth Ave., New York 16, N. Y. 
Please send me a copy of MOTION AND TIME 
STUDY to read and examine ON APPROVAL. 
Within 10 days | will return the book and owe 
nothing, or | will remit $9.25, plus postage. 





Tere eee eee eee eee ee ee ee ee eee ee 


{-] SAVE POSTAGE! Check here if you ENCLOSE 
payment, in which case we pay postage. Same 
return privilege, of course. 
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a Ok ee ue ee 
z 
Qa 
3 
oe 


(For more information, see last page) 












HERE’S A 


MADE-TO-ORDER 
GOODWILL 
SALESMAN! 


> 


Your trade- 
mark or product 
reproduced in a hand- 
some and practical I & R minia- 
ture becomes a round-the-clock 
salesman for you wherever it’s 
worn or used. 


Let us show you how Irons & 
Russell craftsmen can add tre- 
mendous selling power to your 
trademark or product. Write to- 
day for further information. 

IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


Emden Manufacturers 5 1861 


95 Chestnut Street, Providence 3, R. |}. 
(For more information, see last page) 
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Complete financing for Lease-Purchase 
of a new plant is available in labor- 
surplus areas of Pennsylvania through 
combined efforts of lending institutions, 
non-profit community organizations and 
the Pennsylvania Industrial Develop- 
ment Authority. Interest as low as 2%, 
with deferred amortization, can be ap- 
plied on up to one-half of total plant cost. 


100% financing is also available in other 
areas of the State, provided by com- 
munity organizations, banks, insurance 
companies and other sources. You select 
the community you want. You specify 
plant construction details or choose one 








a 


THE PENNSYLVANIA PLAN: 


100% financing for your new plant 


of several plant ‘shells’ now being 
readied for completion. 
100% Financing ata glance... 
Industrial Plant Construction Costs— 


Subscribed by local non-profit com- 
munity sponsored builder-owner cor- 


porations. 20% 
2nd Mortgage Loan, Pennsylvania 
Industrial Development Authority. 30% 


Ist Mortgage Loan obtained from 
banks, insurance companies and simi- 
lar lending institutions. 50% 
Total financing, secured through local 
subscriptions and mortgage loans, 
without cash investment by the manu- 
facturer. 100% 


For free copy of “Plant Location Servites* pamphlet, 
or for details on 100% 


financing, write or call: 


Pennsylvania Department of Commerce 
Main Capitol Building 
\ ] 1043 State Street, Harrisburg, Pa. ‘J 








(For more information, see last page) 
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the same time deductions from in- 
come taxes. 

Now that the corporation is li- 
quidating, should the Bad Debt 
Reserve balance be deemed _ in- 
come, in the year of liquidation? 


Tue Rutinc—In the Revenue Rul- 
ing 57-482, the Commissioner of In- 
ternal Revenue ruled, based on the 
foregoing facts, that such Bad Debt 
Reserve balance does constitute or- 
dinary income to the corporation. 
Since the need for maintaining the 
reserve ceased when the taxpayer 
disposed of its accounts receivable, 
the corporation must report its un- 
used Reserve for Bad Debts in its 
final tax return as ordinary income. 





THE QUESTION 


Are corporate expenditures 
which have been used for the 
personal benefit of a taxpayer 
who owns the controlling 
stock in the corporation tax- 
able as dividends? 


Tue Facrs—In 1946 the taxpayer 
and his partner organized a cor- 
poration. In 1948 the taxpayer sold 
his entire interest, but a year later 
he acquired 100% of the stock in 
the corporation. During the period 
when the taxpayer was a stock- 
holder, an undisclosed amount of 
receipts from sales was neither re- 
corded nor reported on the cor- 
porate income tax returns. Corpor- 
ate receipts were used for per- 
sonal expenses. 

The Commissioner of Internal 
Revenue assessed tax deficiencies 
and fraud penalties against the tax- 
payer, contending that certain sums 
spent by the corporation were sole- 
ly for the taxpayer’s benefit and 
were, in effect, dividends. The tax- 
payer argued that the sums were 
corporate investments and loans to 
him as stockholder. 


Tue Ruiiwnc— The court ruled that 
the burden was on the taxpayer to 
show that the Commissioner’s de- 
termination was arbitrary and in- 
valid. The taxpayer failed to do this 
and the assessment was upheld. 
(Koyl v. Commissioner, U. S. Tax 
Court Memo 1957-130, decided 
July 17, 1957.) 
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company is Judged 
by the office you keep! 








00 ce 


ra Cole’s Modular Steel Desks... 
With good office space at a 


OLE 


Cole Modulars are designed with E 





premium, expanding firms are using 
Cole Steel to gain greater per square foot 


efficiency out of existing quarters. 


interchangeable tops, panels and pedestals 
.In a-wide range of sizes and colors 
to meet changing office needs. 


Create a ‘“‘new look” for vour office—with Cole. Send for our latest catalog 


’ nage ni Tee ne 
aoe =~ 
me A (oo) READ *) Cole Steel Equipment Co., Inc. - 415 Madison Ave., New York 17, N.Y. - Canada: 329 Dufferin St., Toronto, Ont 
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AN .VI ML survey REPORT OF COMPANY PRACTICE 


What's happening to top executive 


Although patterns vary widely in different companies, 
a new study shows the over-all level of top manage- 


ment compensation to be up 5.1%. 


From a new 
study come these key findings 
about top management compensa- 
tion: 

= Compensation levels for top 
men have continued on a rising 
trend. 

® Economic conditions have a 
direct (although sometimes de- 





WHAT THEY SAID 


New study shows how sales and profits 
affect top executive compensation. Fig- 
ures here show average of increase or 


decrease over preceding year. 


OVER-ALL INDUSTRY 
sales & revenues 
mapmeseseenanems 5) 7 So 


net profits 
SE Up 5% 


top executive compensation 
ME Up 5.1% 


DURABLE GOODS MFG. 
sales & revenues 


GE up 5.4% 


net profits 
HHH down 6% 


top executive compensation 
NON-DURABLE GOODS MFG. 
sales & revenues 


spreesummmemensscs UP 7 


net profits 
snvommsccnccvammmmma UP 10.1 >. 


top executive compensation 
somememnonmas UP O-2°% 





On an over-all basis among companies 
surveyed, here is the pattern of change 
that has taken place in profits and top 
executive compensation since 1952. 


1952 
profits 
WH down 2.4% 


top executive compensation 
mup .6% 


1953 
profits 
mes Up 8.3% 
top executive compensation 


mums UP 5.2% 


1954 
profits 
wus Up 4.1% 
top executive compensation 
mm up 1.8% 


1955 
profits 
See oem commer. UP 24.85~ 
top executive compensation 


mums UP 5.9% 


1956 
profits 
eomemmmme UP 500 
top executive compensation 
eommmm UP 5.1% 
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paychecks 


layed) impact on compensation for 
policy-making executives. - 

= Relatively fewer top execu- 
tives have been getting salary in- 
creases than have middle manage- 
ment men. 

= A majority of top executives 
now get a portion of their income 
from bonuses, incentive pay or 
profit sharing, rather than from 
salary alone. 

™ An even larger number get 
part of their compensation in the 
form of company contributions to 
a retirement plan. 

The American Management As- 
sociation recently announced com- 
pletion of its eighth annual survey 
of top management compensation. 
It covered 35,000 high-ranking ex- 
ecutives in more than 3,800 com- 
panies of all sizes and types in the 
U. S. and Canada. Time period 
covered was essentially the calen- 
dar year 1956, but fiscal years 
closing as late as July 1957 were 
included. 

AMA holds the full findings of 
its survey confidential, making the 
285-page report available only to 
subscribers to its high-priced Exec- 
tive Compensation Service. A 
few of the over-all facts and fig- 
ures, however, have been made 
known (see chart). 


Top executive pay up 5.1% 

On an over-all basis, the level of 
top management compensation 
went up 5.1% during the period 
studied over the preceding year. 
This resulted from a 4.4% gain in 
salaries, 8.8% in amount paid un- 
der bonuses and incentives and a 
4.1% rise in company contributions 
to retirement funds. These figures, 
of course, are merely over-all aver- 
ages and in many cases have little 
or no resemblance to individual 
industry patterns or individual 
company practices. 

Least startling of the survey find- 
ings is the clear indication that top 
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Now! 
a simple 
—_ multiplyin 
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——*10-key 
fisting 
machine 
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Add up the features: You'll know why 
there’s greater speed and accuracy—lower- 
cost operation—with Comptometer Comp- 
tograph ‘'220M.” It's the world’s finest all- 
electric 10-key listing machine. Prove it on 
your own work. FREE. Mail Coupon today. 


( OMPtome -Ter ( Or 











omnptometer 
OmMptoge 





new features 
make figuring easier... 


NEW Multiplication Key—electric short cut 
multiplication . . . even prints both factors 
and answer on two easy-to-read lines. 


NEW High Speed —220 cycles per minute. 
Over 30% faster than most other 10-key list- 
ing machines. 


NEW Dual-Purpose Lever—converts from 
multiplying to straight adding. 11-digit list- 
ing—13 totaling capacity. 


NEW Color—smart “Autumn Tan.” Easy on 
the eyes—blends with modern office decor. 


NEW Variable Space Control —adjusts for 
single or double spacing. 


NEW More Flexible Keyboard —accepts new 
figures faster. 


Plus these wanted features — Exclusive Auto- 
matic Visi-Balance Window —Single Cycle 
Keys—Portability—Two Color Printing—Quiet 
Rotary Action—Streamlined Styling —Con- 
cealed Paper Roll. 


COMPTOGRAPH 
“220M” 


figures fasten than. you think 















Comptometer Corporation 
1712 N. Paulina St., Chicago 22, Ill. 
In Canada: Canadian Comptometer, Ltd. 
705 Yonge Street, Toronto 5, Ontario 
() Arrange free office trial for me on: 
() Send me literature on: 

() Comptometer Comptograph ‘‘220M” 
(0 Comptometer Customatic 

() Comptometer Commander 


ON ee F 
New Comptometer Custom- mptometer Commander — / 
atic —World’s fastest way to insures accuracy in dictae _ Firm... sos eeeeeeseceneeceneneeeeeneee 
. figure . . . now faster than tion. Lifetime Magnetic belt Add 
ever. Try it FREE on your | Saves far more than machine oe 7 erent 
} own work. See for yourself. costs. See for yourself. 2 City______Zone__State.__.__ 





(For more information, see last page) 


19 





Chrysler Corporation uses 
COTTON* Toweling “on the line’’ 


*Fairfax Toweling used by Chrysler 
Corporation is supplied by Mid-West 
Towel and Linen Service, Muncie, Ind. 


@ One of the most important factors in the final assembly and testing of 
automatic transmissions is cleanliness. So essential is the elimination of 
foreign matter that at Chrysler Corporation’s Kokomo, Indiana, automatic 
transmission plant, continuous cotton toweling is used throughout the final 
assembly area and test sections. It is available at job locations, to keep 
cleanliness high, and save time. 

Cotton is doing a job in many ways, in many different kinds of indus- 
tries. Cotton towels and toweling help improve employee relations with their 
softness and comfort. They reduce maintenance costs, help keep washrooms 
neater. And reduced fire hazard is an important plus. 

Why not look into the advantages of cotton in your plant, building or 
institution? For information on cotton towel service, write Fairfax, Dept. 
R-2 65 Worth St., New York 13, N. Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


Fairlax: Jowels & 


Exe 
es 





WEST POT 
MaAnUFACTURING CO 


WELLINGTON SEARS COMPANY, 65 WORTH STREET, NEW YORK 13, N. Y. 


(For more information, see last page) 
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management compensation levels 
are closely correlated with size of 
company and complexity of the in- 
dustry. Thus a man in a large com- 
pany or a highly competitive in- 
dustry is likely to be paid more 
than his counterpart in a smaller 
firm or an industry where the com- 
petitive pressure is lower. 


Size affects influence 


Another influence on top manage- 
ment compensation is the size of 
the executive group. For example, 
AMA included in its latest compen- 
sation study a group of smaller 
firms with annual sales ranging 
from less than $1 million up to $10 
million. It was found that in such 
firms managed by two officers, and 
with about $1 million invested capi- 
tal, total compensation averaged 
$45,000—or $22,500 each. For the 
median firm in the small-company 
group studied, the average capital 
invested was about $2.5 million, of- 
ficers numbered five and the aggre- 
gate compensation was slightly over 
$100,000, or about $20,500 per of- 
ficer. Although the aggregate com- 
pensation increased almost directly 
with the number of officer positions, 
the average per officer level de- 
creased accordingly. 


Industry differences 


AMA’s detailed study of indi- 
vidual segments of industry shows 
a variety of compensation patterns. 
The chart on page 18 gives a par- 
tial illustration of these differences. 
Whereas the study showed a 5.1%, 
increase in top executive compen- 
sation for over-all industry, for 
durable goods manufacturing the 
gain was only 3.1%, and for non- 
durable goods manufacturing the 
gain was 6.2%. 

The chart also shows that com- 
pensation is at least partially influ- 
enced by sales and profits, particu- 
larly profits. The 5.1% increase in 
top executive compensation for 
over-all industry is related to a 5% 
gain in net profits. For durable 
goods manufacturing, the smaller 
3.1% compensation gain is related 
to a 6% downturn in net profits. In 
non-durable goods, the compensa- 
tion increase was double that in 
durable goods, related to the solid 
10.1% gain in net profits. 

Not all of the top executives in 
the study, of course, got a salary 
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A Verifax Copy has that ‘‘letter- 
head feel’’—is not tissue-thin 
or glossy. It’s dry . . . ready to 
use, file, or mail as soon as it’s 
made. And it’s as lasting as 
any typed record. 

You get these more usable copies 
fast as you need them with a Kodak 
Verifax Copier. 5 copies of anything in 


1 minute for just 2V2¢ each! And what's 


mighty important in business, too, 








Verifax Copier, Letter Size, costs only 
$240. Other models $148 to $395. 
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these copies are complete and accu- 
rate. Signatures, notations made 
with any pen, pencil, crayon— 
even those purple duplicator copies 
—are a snap to copy. 

As for versatility, no other copier 
comes close to matching a Verifax 
Copier: You can make copies on 
both sides of a sheet, on card stock, 
on printed office forms, on trans- 
lucent ‘‘masters’” for use in white- 


print machines. You can even make 
an offset master in 1 minute for less 
than 20¢ with a simple adapter. 
Free booklet describes 101 uses in 
thousands of offices—shows how 
savings in typing and dictation alone 
can pay for your Verifax Copier the 
first month. Mail coupon or call 
Verifax dealer, listed in “yellow 
pages” under Photocopying or 
Duplicating Machines. 


Prices quoted subject to change without notice 





Verifax Copying 





DOES MORE...COSTS LESS... MISSES NOTHING 


coc cccc ccc ee MAIL COUPON TODAY: +c cc ccccccs 
EASTMAN KODAK COMPANY, Business Photo Methods Division 


343 State Street, Rochester 4, N.Y. 


Gentlemen: Please send free copy of your new booklet, 
‘Versatile Time-Saver for Busy Offices.” 


Name Position 





Company 





Street 





City State 











(For more information, see last page) 


Bid 
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Write for informative booklet, 


nV ARIE 


(For more information, see last page) 
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HARTER 66 
EXECUTIVE 
STEEL 
POSTURE 
CHAIR 


The right chair eases stress and tension. The 
Harter 66 is that kind of chair. Correct posture 
design and precise handwheel adjustments 

fit the 66 to your body. Foam rubber cushions in 
seat, back and arms give cool comfort. The 

deep, molded seat is gently rounded to avoid harm- 
ful pressure to vulnerable nerves and arteries 
under your knees. Have a 66 fitted to you and start 
feeling “alive” at the-end of each business day. 


Posture Seating Makes 


Sense. We'll send name of your nearest Harter dealer. 


Harter Corporation, 206 Prairie St., Sturgis, Mich. 
In Canada: Harter Furniture, 


Ltd., Guelph, Ontario 


POSTURE 
CHAIRS 
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increase during the period studied. 
In fact, fewer than half (49%) did; 
in 41% of the positions, salaries re- 
mained unchanged from the pre- 
vious year; and in 10%, a lower 
salary was paid (probably due pri- 
marily to new incumbents in posi- 
tions previously studied ). 

Whereas only 49% of top execu- 
tives got salary increases, AMA re- 
ports that 75% of mid-manage- 
ment people studied during a simi- 
lar period were given raises. Prob- 
able key reason: mid-managers are 
more apt to benefit from the gen- 
eral pay increases that companies 
have been giving, while top man- 
agers are more likely to have their 
salaries related to sales and profits. 
Further, although top executive sal- 
ary increases come less frequently 
they tend to be relatively larger 
than for lower management levels. 

AMA’s analysis shows no notice- 
able difference in salary treatment 
for varying top management posi- 
tions. For example, despite the pres- 
ent emphasis on R&D, salaries of 
men heading this function seem to 
be increasing no faster than salaries 
of sales, production and finance 
managers. 


Bonus paradox 


Paradoxically, top management 
bonuses and incentive payments are 
shown by the AMA study to be 
becoming less significant dollar- 
wise, despite the fact that more 
executives are getting bonuses. Says 
Dean H. Rosensteel, director of 
AMA’s Executive Compensation 
Service: “The gradual lessening of 
emphasis on bonus and incentive 
pavments is part of a trend that has 
slowly been taking shape over re- 
cent years—the tendency to give 
more attention to paying equitable 
base salaries and less to bonuses or 
incentives.” The trend, however, is 
not universal; some companies are 
moving in the opposite direction. 

Although retirement contribu- 
tions have become a dominant form 
of executive compensation, AMA 
reports that its study reveals no 
major liberalization of the plans. 
Nonetheless, 74% of the executives 
covered in the study are benefici- 
aries of such plans. On the average, 
company payments to retirement 
funds amounted to about 10% of 
the salaries of the participating 
executives. m/m 
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American Hardware Mutual Insurance Company, Minneapolis, Minne- 
sota. Ceiling installation is of Acousti-Celotex Celotone* Incombustible 
Fissured Mineral Fiber Tile. Architects: Thorshov & Cerny, Inc. 
Acousti-Celotex Contractor: Insulation Sales Company. 


Efficiency Goes Up 
as Noise Goes Out 


To the office troubled with problems of absenteeism, noises of office equipment, phones, traffic. The result- 
turnover, errors .. . Acousti-Celotex Sound Condition- —_ ing quiet comfort aids in improving personnel efficiency, 
ing brings a welcome solution. A sound-absorbing ceil- | morale, and productivity. Mail Coupon Today for a 
ing of Acousti-Celotex Tile effectively arrests routine ‘ree analysis of your noise problem, plus free booklet. 


. 
REG. U. S. PAT. OFF. 





S@emammee MAIL NOW! See 





The Celotex Corporation, Dept. “AM-?3 
120 South La Salle Street, Chicago 3, Illinois 


Without cost or obligation, please send me the Acousti- 
x Celotex Sound Conditioning Survey Chart, and your new 
booklet, ‘Sound Conditioning for Office Workers.” 


Acousti-(evotex 











REGISTERED U.S. PAT. OFF Name__ 
Address 
Products to Mcet Every Sound Conditioning “Problem... Every Buildings Code—Th. C: Corporation ae 


129 S. LoSalle St., Chicago 


iIlinois © In Canada: Dominion Sound Equipm 








thanks to XEROGRAPHY... 





Beautifully clear, multiple copies of any report 
...@ach as sharp as the original 


10 pages or 2,000 ... fast and economically 


It isn’t often that anyone wants 600 
copies of a 2,000-page report. 

But a client of Michael Baker, Jr., 
did. Michael Baker, Jr., Inc., is one of 
the country’s largest consulting-engi- 
neering firms, and the voluminous re- 
port at right, above, concerned a vital 
and extensive engineering project. 

Normally it would cost many thou- 
sands of dollars to set up and print the 
required 600 copies of a report as 
lengthy as that. It would also involve 
considerable time. 

But each page of this report was 
copied by xerography onto offset paper 
masters at amazingly low cost and time 
consumption. Then 600 copies were 
run off on an offset duplicator, and 
each page was as beautifully crisp and 
clear as the original. 
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What’s xerography? 

That would have been a fair ques- 
tion only a few years ago when The 
Haloid Company first unveiled it. But 
today xerography is widely known— 
in industry, business, and government 
—as the world’s most versatile copying 
process. 

If you’ve installed it at your plant, 
you know that paperwork duplicating 
of all kinds is no longer a problem. 


e Xerography copies anything 
written, printed, typed, or drawn 
e Same, enlarged, or reduced 
size ¢ Copies onto all 
kinds of masters—pa- 
per, metal, spirit, 
translucent—for dupli- 
cating © Copies line 
and halftone subjects. 






(For more information, see last page) 


Whether, for example, it’s a simple 
report of a few pages and a few copies 
—like the one pictured at left, above 
—or a monumental report of thou- 
sands of pages, you can copy it onto 
masters quickly by xerography for run- 
off of multiple copies at low cost. 

It will pay you to investigate xerog- 
raphy’s advantages. 


THE HALOID COMPANY 
58-193X Haloid Street, Rochester 3, N. Y. 


Branch offices in principal U.S. and Canadian cities 


HALOID 
XEROX 
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NEW 
MOSLER 


NO MORE FILING GYMNASTICS! REVO-FILE 








Mi 


Only Mosler’s Revolutionary rotary active card file can: Cut 
reference time to 1% seconds. Revo-File makes flap-flipping and 
tub-tugging old-fashioned. One quick spin gives you your card. 
Save 500% in space. Mosler Revo-File contains five times as 
many cards as other systems hold in the same space. Reduce all 
finding locations to just one. Clerks work comfortably seated. 
Revo-File brings the cards to them! The one finding location is at 
the top of the drum. Save $200 in changeover costs. Just take 
present cards and drop them into Revo-File. No hole-punching! 
No extra work! It’s amazing! Send coupon today. 


NEW MOSLER REVO-FILE 


the modern rotary card file... 
another fine product of The Mosler Safe Co. 


See 


obsoletes 
all other 
systems 


REVO-FILE DIVISION * THE MOSLER SAFE CO. 
Department MM-258, 320 Fifth Avenue, New York 1, N. Y. 


Gentlemen: | have 2,500 or more cards and— 


CO | am interested in a free CJ | am interested in addi- 
30-day office trial of tional information on 


Mosler Revo-File. Mosler Revo-File. 
Name- : ae ai 
Position . a8 
Company. : 55 ose donianipaensieagpenaeaceaReRanaas 
Se ‘ — | Ee 


(For more information, see last page) 
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PROFILE OF A NEW KIND OF MANAGER— 


Burgess of 


Electronic Specialty 
How he steers 


the profit route 


The professional management approach produces the same results 
in big companies and small. Here is a small company that has 
multiplied in size and sales —and capital gains — because of 
imaginative management. This finance-minded president takes a 
leaf from the book of big business, using public stock, 
acquisitions and spin-offs, to mold a healthy, high profit enterprise. 


THE PROBLEM: A “war baby” firm is struggling to survive. It loses its military 
market, launches a new consumer product, but finds that its 
road to profits is too narrow and too slow. 


THE ANSWER: Applying adaptability and a bold use of big business finance, 
the firm branches out to probe for better profit routes, then 
prunes its operations to concentrate acquired resources of 
money and people ona single broad avenue of primary promise. 


THE MAN: William H. Burgess, President of Electronic Specialty Co., 
Los Angeles 
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COVERED How to probe for profits 


IN THIS How to finance for profits 


PROFILE: How to prune for profits 


How to staff for profits 





A case history 


It was a common story in 1945: “war babies” 
found themselves with no more nourishment. One 
such war baby was Electronic Specialty Co. in 
Los Angeles. 

Electronic Specialty, headed by a man named 
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David Marcus, had produced equipment like in- 
tercoms for military trainer planes during the war. 
When this market dried up, Marcus optimistically 
switched his company to making radios for private 
planes. He also launched a new product for home 
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"At first, the problem was to quickly generate cash, 


use: an electronic inverter called a Shavex, de- 
signed to increase the speed and efficiency of elec- 
tric shavers. 

Seeking to determine the market for this shaver 
attachment, Marcus visited a local management 
consultant and asked to have a market study made. 
It was about the same time that another man 
called on the same consultant, a young ex-Navy 
lieutenant from Minnesota named William H. 
Burgess. Burgess, a Harvard Business School 
graduate, was looking for a job. The consultant 
was impressed by Burgess and hired him to handle 
the Shavex market study. 

Burgess set to work on the research, found a 
good market for the product in distribution through 
shaver repair shops. 

The study completed, Marcus offered Burgess 
a job with Electronic Specialty as a $95-per-week 
salesman. Burgess accepted, quickly assumed more 
and more of the total responsibility for Shavex, 
while Marcus concentrated on developing the air- 
craft radio business. Burgess improved the Shavex, 
redesigned it, made it smaller. By 1949, he had 
it in limited national distribution. Because of its 
improved design, Shavex was selling as a gift item 
in drug and department stores. 


Net worth plummets 


But initial success for Shavex did not solve Elec- 
tronic Specialty’s problems. Marcus had been un- 
able to get the aircraft radio end of the business 
off the ground. 


Burgess had one chief thought in mind: to build 
a profitable and growing business. But Marcus had 
been accustomed to running the company as a 
personal proprietorship; even during the war years, 
he had held it down in size to an absolute maxi- 
mum of 50 employees. After the war, when the 
company was struggling to re-establish itself and 
should have cut back, Marcus had retained a sig- 
nificant portion of his wartime staff on the pay- 
roll. As a result of this loyalty, plus heavy invest- 
ments in the development of aircraft radios, the 
net worth of Electronic Specialty plummeted from 
$125,000 to less than $9,000 in 1949. 


From bottom to top 


Marcus decided to abandon his attempt at sell- 
ing aircraft radios, to retire and to turn over the 
Shavex business to Burgess. The two men worked 
out an arrangement wherein Burgess acquired 
stock ownership of the corporation in return for 
a royalty to be paid to Marcus on each Shavex 
made and sold. 

Thus, youthful William Burgess, who three 
years before had been looking for a job, now found 
himself the owner and president of a tax loss cor- 
poration—a corporation he has since moved to the 
top 10% of the West Coast electronics industry 
(see charts). The steps he has taken and the meth- 
ods he has used to accomplish this transformation 
can serve as valuable experience for any executive 
seeking to make his company grow. The steps and 
methods are detailed in the following sections. 








and to search out new avenues of potential profit." 


PROBLEM NUMBER 1: How to probe for profits 


Generating capital, re-investing 


profits and diversification cause 


net worth to multiply. 


™" Today William H. Burgess is a 
financial president. He devotes 
most of his time to managing the 
money aspects of Electronic Spe- 
cialty’s growth. 

Nine years ago, however, when 
Burgess acquired the company, he 
had to wear all the hats at once. 
But even then, money was his big 
problem. 

The company had a good prod- 
uct in its Shavex attachment for 
increasing the efficiency of electric 
shavers. But Burgess was in a se- 
vere financial bind. His company 
was strapped by lack of assets, capi- 
tal, credit. 

Further, Burgess wasn’t con- 
vinced that Shavex could provide 
the kind of profitable future he had 
in mind. Shavex was a single prod- 
uct distributed nationally; thus, 
selling costs were high, and would 
remain so unless spread over a line 
of related products distributed to- 
gether. But to branch out into other 


electronic or electrical products for 
home use seemed like suicide, since 
it would mean getting into highly 
competitive areas like radios and 
toasters. On the other hand, Bur- 
gess knew that some bigger, better 
established, better financed firm 
could possibly move in on him and 
steal the Shavex market. 

Perhaps, Burgess thought, the an- 
swer was to swing Electronic Spe- 
cialty into entirely different fields 
where it could operate more broad- 
ly. But what fields were there for a 
small moneyless company? 

Burgess thus faced a two-fold 
problem in 1949 when he took over 
Electronic Specialty. First he had 
to quickly generate some capital to 
provide some elbow room. Second, 
he had to decide whether in the 
long run it would be most profita- 
ble to stick with the Shavex busi- 
ness, or to launch other operations 
to supplement or even replace this 
business. 


THE ANSWER 


Burgess attacked his problems 
on two fronts simultaneously:1) an 
aggressive program to expand Sha- 
vex sales, and 2) a probing for 
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additional avenues of potential pro- 
fit. 

Sell that Shavex. In pushing sales 
of his shaver attachment, Burgess 
hoped to generate profits that could 
be re-invested. But he had a sec- 
ondary purpose in mind, too. He 
wanted to build up the worth of 
the product itself, since he knew 
it might be necessary later to sell 
off the entire operation to get work- 
ing capital for even better business 
ventures. 

Despite his money pinch, Burgess 
was able to undertake low cost pro- 
motion campaigns to stimulate Sha- 
vex sales. Keeping working capital 
needs down, he turned his inven- 
tory as often as once a week, or 52 
times the first year. He used every 
available device to generate the 
vitally needed cash. Receivables he 
collected quickly on a 2%-10-days 
basis while payables were dis- 
counted in 30 days. 

Says Burgess: “When I tallied 
the accounts after a year’s opera- 
tion I found Id netted a pretty 
fair profit, partly due to an $11,000 
tax loss carry forward. I'd been 
paying myself a salary of $100 a 
week. Now I was able to take a 
$12,000 profit out of the company, 


359 1,147 1,565 1,625 2,115 3,294 4,700 











plowing an amount 
back in.” 

Shavex was still a tiny enter- 
prise, but it had now begun to spi- 
ral ahead strongly. 

Profits hunt. Meantime, search- 
ing for new profit routes, Burgess 
was attracted by the initial blos- 
soming of television. TV, he rea- 
soned, would create a need for serv- 
ice centers just as electric shavers 
brought shaver repair shops into 
existence. 

Thus Burgess’ first step toward 
diversification was an attempt to 
organize a city-wide network of 
TV service branches in Los Ange- 
les. But as the project moved ahead, 
Burgess saw a counter-current in 
motion. There were indications that 
TV service, like radio service, was 
going to be dominated by small 
neighborhood shops, not by big net- 
works. Once this trend was clear, 
Burgess lost no time in pulling out. 


equivalent 


PROBLEM NUMBER 2: How 


After public stock sale, 70% re- 
tained ownership is worth more 


than sole ownership was before. 


™In 1954, William H. Burgess 
found himself hampered more se- 
verely than ever by a hobble that 
had plagued him from the start: 
lack of capital. 

Until now he had been able to 
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"I asked myself--Is it better to own all 


He set up the TV service division 
as a separate corporation and spun 
it off, selling it to interested em- 
ployees on a time payment basis. 

Next he turned his eye to a small 
engineering firm that was attempt- 
ing to design rocket firing equip- 
ment for the aircraft industry. He 
took an interest in the operation 
and subsidized the firm. The re- 
search was unsuccessful, however, 
and Burgess stepped out. 

Still probing, he realized that the 
most logical type of operation for a 
firm named Electronic Specialty 
Co. would be the design and manu- 
facture of electronic specialty com- 
ponents. 

“Korea had created a need for 
numerous such items,” says Burgess, 
“but I didn’t know that much about 
electronics. Nonetheless, I decided 
the field was worth trying.” 

On a part-time basis, he signed 
up an engineering professor from 
CalTech, and also a group of sales 
engineers calling on aircraft manu- 
facturers. Before long, he had a 
contract in hand to produce an 
electronic sensing device for the 
engine of a jet fighter. As this unit 
went into production, Burgess was 
able to hire the CalTech engineer 
full-time, and to build around him 
an engineering staff to design a full 
line of timing and sensing devices 
for planes and missiles. 

Now Electronic Specialty had es- 
tablished itself in two diversified 
businesses. But Burgess recognized 
his need for someone experienced 
in handling military contracts to 
manage the electronics end. He 
turned to David Marcus, from 


to finance for profits 


finance sound growth for Electron- 
ic Specialty Co. out of earnings. 
But it became clear that from this 
point forward, plowed in profits 
alone would not be enough to 
support optimum expansion. 

Ahead lay huge markets, both for 
Shavex, the nationally distributed 
attachment for electric shavers, and 
for the electronic devices the firm 
was profitably producing for the 
aircraft industry. To capture these 


whom he had acquired the com- 
pany only about a year before. 
Marcus agreed to come out of re- 
tirement temporarily, rejoined the 
company on a profit sharing basis, 
taking charge of the new division 
that was later to be called the 
Avionics Division. 

A small step? While the electron- 
ics operation was getting under- 
way, Burgess had not neglected 
Shavex. But the Avionics business 
rapidly pulled up even with the 
volume in Shavex sales. By 1954, 
combined sales of Shavex and Avi- 
onics (which had been set up as a 
separate corporation to achieve tax 
savings) exceeded $1.5 million. A 
net profit of $118,000 had been 
scored. The company had nearly 
100 employees. 

Throughout these years, Elec- 
tronic Specialty was throwing off 
substantial profits. Burgess’ yearly 
income had risen to over $50,000. 
But heavy chunks of the profits 
also were being re-invested. Thus, 
net worth had risen to over $220,000 
(up from less than $9,000 five years 
before ). Burgess was offered a half 
million dollars in cash for his com- 
pany, but turned the offer down. 

Five years of substantial growth 
and profits had served only to whet 
his appetite for more. Says he: “As 
far as I was concerned, this was 
only a small beginning in the 
growth plan I had projected.” 

The weakest link in his plan was 
his need for still more capital. He 
was now faced with a new equa- 
tion: Is it better to own all of a 
small financial pie, or only part of 
a bigger pie? 


bigger sales, Burgess needed an es- 
timated $250,000 for working capi- 
tal, for merchandising, for added 
equipment, for more and better re- 
search and development, and per- 
haps for acquisitions of other firms. 

Burgess was already borrowing 
up to his company’s limit. The most 
realistic financing course that ap- 
peared to remain open to him was 
to sell a portion of his corporate 
control. As sole owner, Burgess was 
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of a small financial pie, 


naturally reluctant at first to con- 
sider selling stock, especially to ma- 
jor investors who might be tempted 


to interfere with his planned 
growth pattern. 
But the equation remained: 


either retain full ownership and re- 
strict the business to plodding 
growth, or market a portion of the 
company and provide it with the 
funds required for rapid strides for- 
ward. 


THE ANSWER 


Burgess’ decision was a bold one 
for a company the size of Elec- 
tronic Specialty. Despite the rela- 
tively high underwriting costs in- 
volved, he decided to make a pub- 
lic stock offering, rather than seek- 
ing out private investors. 

His reasons for this move were 
many. Says he: 

“The company had all the re- 
quirements for a successful public 
stock sale. We had a steady profits 
record, and I knew the word ‘elec- 
tronics’ in our name wouldn't hurt. 
Since I had to give up some owner- 
ship, I wanted to spread it as 
broadly as possible. I was also anx- 
ious to provide for employees to 
acquire equity participation, and in 
the long run I knew this would be 
most valuable to them if the stock 
were publicly marketed. Further- 
more, I figured that by marketing a 
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Burgess’ bookshelf: the reading of a financial president 


portion of my ownership publicly, 
I could actually increase my per- 
sonal equity.” 

To insure widespread stock own- 
ership, Burgess signed up an in- 
vestment bank in New York to 
handle the transaction, then ar- 
ranged for two Los Angeles under- 
writers to participate in the offer- 
ing. 

The offering was set for Febru- 
ary 1955. The company was capi- 
talized at $1 million, or roughly 
eight times the previous year’s net 
earnings. Under a Regulation A 
registration of the SEC, 30% of the 
stock, or 100,000 shares, was placed 
on the market at $3 a share. On the 
first day, the stock was over-sub- 
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scribed. Some 300 
quired shares. 

After deducting the 10% under- 
writing fee, plus legal, accounting 
and brokerage expenses, the sale 
netted Electronic Specialty $255,- 
000, doubling the company’s net 
worth. 

It also increased Burgess’ equity 
in the company by 60%. Before the 
sale Burgess owned 100% of a com- 
pany valued at $250,000. Now he 
owned 70% of a company worth 
$500,000. Thus, by selling a portion 
of his stock, he relinquished no real 
management control, but his equity 
increased from $250,000 to $350,- 
000. Furthermore, the market value 
of his retained 260,000 shares was 
slightly over $1 million, since the 
price of the stock rose to $4 the 
day after the offering. The value 
of his ownership has increased sig- 
nificantly since; the stock presently 
is selling (over the counter) at 
about $10. Because of the com- 
pany’s still relatively small size and 
its relatively short public life, the 
price-times-earnings ratio of Elec- 
tronic Specialty stock is presently 
only about 9-to-1. In the electronics 
field, it is not unusual for the ratio 
to rise as high as 30-to-1 or 40- 
to-1. 

Energizing capital. Having ac- 
quired the capital he needed, Bur- 
gess set about immediately to put 
it to use. 

Substantial sums were invested 
to strengthen research and develop- 
ment for the Avionics Division. 

(Continued on page 74) 
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How to get more 
from ‘creative’ people 


with better 


You ve heard so-called creative people—like researchers 


and advertising men—complain of too much management 


interference. They say their creative talents are inhibited 


by too much emphasis on organization, coordination and 


control. Yet here is a well-known company that re-empha- 


sized management in its advertising department—and got 


better programs at 16% lower operating costs. This case 


history tells how it was done. 


mums Right now, while 
you search for ways to trim oper- 
ating costs, you are probably also 
looking to your creative depart- 
ments to do a bigger job than ever. 

For example, many firms are 
prodding their researchers and en- 
gineers to produce more of the 
practical ideas that keep a business 
going. An even greater number of 
firms are insisting on more, better 
and quicker sales-building pro- 
grams from their advertising and 
sales promotion departments. 

But how can you get these better 
results without large increases in 
expenditures? 

One excellent way is to empha- 
size management in creative de- 
partments. Having just re-organ- 
ized our own Advertising and 
Sales Promotion Department, we 
know that the profitable benefit of 
injecting more management is 
well worth the effort. For example, 
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today our department is operating 
at 16% less cost than it was two 
years ago. Furthermore, with little 
or no increase in dollar expendi- 
ture, we are turning out better and 
more coordinated programs based 
on the needs of our field sales force. 

When we started our re-organ- 
ization in February 1955, we had 
men filling various job positions: 
advertising and sales promotion 
managers, cataloging, publicity, ex- 
hibits and copywriting. These men 
reported to several different peo- 
ple, which made coordination diffi- 
cult. We felt that by centralizing 
the department and re-organizing 
its structure we could greatly in- 
crease our efficiency. 


Step 1: setting goals 

Here is the step-by-step, me- 
thodical way we went about the 
re-organization job. 

We knew that establishing a 


organization 


sound organization structure de- 
pended on our ability to pre-estab- 
lish sound department objectives. 
We gave this matter a lot of work, 
and here are the objectives we 
came up with: 

1. Build, staff and maintain an 
organization necessary to help the 
Commercial Equipment Division 
of Raytheon achieve its long-term 
order objectives at the best mar- 
keting expense. 

2. Create, produce, distribute 
and help put into use integrated 
advertising and sales promotion 
programs so as to: 


a. Gain market acceptance with 
customers, prospects and chan- 
nels of distribution for our com- 
pany, products and people. 


b. Obtain qualified sales leads 
for our sales force and channels 
of distribution. 


c. Equip our sales force and 
channels of distribution with 
those sales tools necessary to ef- 
ficiently do their jobs. 


Step 2: establish the structure 

Next, with our general goals set, 
we wanted to get a perspective on 
the various elements we had to 
consider in re-organizing our de- 
partment. We set them up in three 
dimensions, as shown in Figure 1. 
Plane A represents advertising and 
sales promotion functions; plane B 
includes all activities; plane C cov- 
ers all product groups. 

Next we assigned responsibility 
to specific job positions—by prod- 
uct group for each function and 
activity. Based on the analysis 
shown in Figure 1, we came up 
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By William W. Wexler 


Manager, Advertising and Sales Promotion 
Commercial Equipment Division 

Raytheon Manufacturing Co. 

Waltham, Mass. 


with the summary organization 
chart and job descriptions shown 
in Figure 2. 

Then we translated this analysis 
into our actual organization struc- 
ture as shown in Figure 3 (page 34). 
Here is a summary of the responsi 
bilities assigned to each job: 

Manager, Advertising and Sales 
Promotion: Responsible for man- 
agement of department's men, 
money and time. 


GENERAL MANAGEMENT 


Supervisor, Advertising and Sales Mer—Ade. & Se. Prom. 


Promotion: Responsible for super- 
vising his product group’s advertis- 
ing and sales promotion functions, 
money and time. His prime job is 
administrative planning: establish- 
ing objectives; developing basic 
theme or sales idea; determining 
basic groups of people to reach, . 
and tools to use in reaching them; 
assigning specific jobs to each tool; 
and using all tools in best possible © ee 
mixture. We have defined these —739 = mm 
tools by media and function as | lo ae : 
shown in Figure 4 (page 35). 

Our actual approach to adminis- 
trative planning is shown in Figure 


A. Department planning 
® Objectives 
®@ Organization structure 
® Staffing 
®@ Personnel development 
Budgets & controls 
Communication 


oe Measuring results 





‘ADMINISTRATIVE 


Product Supervisor 
A. Administrative 


MECHANICAL 


Services Supervisor 
A. Mechanical 


CREATIVE 


Creative Agencies 
A. Creative 





5. The supervisor's next step is to 
prepare his budget recommenda- 
tion. After it is approved, he puts 
his plan into action. He obtains the 
necessary information, coordinates 
the activities of all the people in- 
volved, obtains the necessary ap- 
provals on timing and content and 
supervises the creative and me- 
chanical activities. Throughout all 
of these activities he maintains 
control of his expenditures and, 
where possible, measures the re- 
sults of his program’s performance 
against his objectives, making such 
changes as are warranted in his 
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planning 
®@ Objectives 
@ Sales ideas 
@ Receivers 
@ Functions 


B. Budgets 
& controls 


Cc. Communi- 
cation 


D. Measuring 
results 


planning 
® Continuous 
®@ Each job 


B. Creative 
services 
© Copy 
@ Art 
® Photography 


C. Testing & 
Measurement 
By function 





activities 

planning 
® Continuous 
® Each job 


B. Supervise 


execution 


Cc. Mechanical 
services 


® Production—printing 
® Storage—inventory 
® Photo—art files 

®@ Inquiry 

® Mailing lists 

® Mailing mechanics 














plans or in his performance. Lastly, 
he merchandises his programs so 
as to obtain enthusiastic support 
for our advertising and sales pro- 
motion programs. 


Creative services: Responsible 
by function for creative planning 
and execution of our advertising 
and sales promotion programs (see 
Figure 2). These services are ob- 
tained from functional specialists 
in our company headquarters pub- 
licity department, exhibits group, 
advertising agency and other out- 
side creative service organizations. 

Mechanical Services Supervisor: 
Responsible for supervising the me- 
chanical planning and execution 
of our sales promotion programs 
(see Figure 2). The production 
supervisor receives finished copy, 
photos and art along with appro- 
priate instructions. He then ob- 
tains finished printed material 
within his commitments. Where he 
can he uses his multiliths for print- 
ing. All other services are bought 
outside. When the job is completed, 
he turns the responsibility for the 
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finished material over to the dis- 
tribution supervisor, who distrib- 
utes it in accordance with instruc- 
tions, putting the balance into stor- 
age. All of the actual distribution 
work is performed by a local letter- 
shop rather than in the Mechani- 
cal Services Department. 

We find this to be the most eco- 
nomical and efficient approach for 
handling our mechanical activities. 
In addition, we are able to train 
three men in the services group 
for higher level job responsibilities. 


Step 3: staffing 

Our next step was to find people 
to fill the jobs we had established. 
Most of the people in the depart- 
ment have been hired since the 
start of the re-organization. Here is 
how we went about staffing this 
department. 

Satisfactory incentives: Our in- 
centives were reviewed and then 
modified to meet needs. These 
included financial, growth opportu- 
nity and fully delegated responsi- 
bility. This last incentive we 


recognize to be a powerful one since 
the individual has the opportunity to 
make most of his own decisions in 
his specific area of responsibility, 
thus adding to his business growth. 

Job descriptions: Job descrip- 
tions for each position were writ- 
ten up and approved by the mar- 
keting manager. 

Search: We advertised, contacted 
employment and recruiting agen- 
cies, and explored trade contacts. 
We obtained many resumes which 
were screened against our job de- 
scriptions. Those that qualified 
were called in for an interview. 

Interview: Each candidate was 
interviewed by the manager of ad- 
vertising and sales promotion, our 
personnel manager and by individ- 
uals in other departments with 
whom the candidate would be 
working. Many candidates were 
inevitably dropped along the way. 

Background check: References of 
potential candidates were checked 
by our personnel manager. 

Psychological test: After this ref- 
erence check, the individual was 
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sent to an industrial psychologist 
for psychological and aptitude test- 
ing. 

Decision to hire: Against the 
background of all of these ele- 
ments, the decision to hire a specif- 
ic individual for a particular job 
was made by the manager of ad- 
vertising and sales promotion. 

This detailed approach to staff- 
ing has probably done more for 
our department than any other 
single activity. Each person se- 
lected is a top-notch man, show- 
ing great promise for rapid growth 
in varying phases of marketing 
management. Some have already 
been promoted to other groups 
within our marketing department. 


Step 4: personnel development 
Having built our staff, our next 
step was to take actions that would 
provide our people the means of 
developing to their full potential 
in their jobs. Here’s what we did: 
Indoctrination: After the indi- 
vidual was hired, he spent several 
weeks becoming familiar with our 


industry, company, markets, prod- 
ucts and people. With a fair 
background in this area, he then 
moved into his specific job where 
he could develop this knowledge 
through actual work effort. 

Training: A planned training pro- 
gram is extremely valuable, help- 
ing a man develop his own at- 
titude, knowledge and abilities to- 
ward his job. We try to help him 
grow in this area by helping him 
broaden his background in busi- 
ness, marketing, management and 
human relations, as well as in ad- 
vertising and _ sales promotion. 
Along this line, we send these men 
to various seminars and courses 
conducted by the American Man- 
agement Association and other 
schools. 

Review and evaluation: Every 
six months, each man is reviewed 
by his supervisor. The purpose of 
this interview is to counsel the 
man on where to concentrate his 
efforts to improve his abilities and 
performance. Each man, guided 
by his supervisor, sets his own 





six-month objectives. He also ana- 
lyzes his own performance in meet- 
ing past objectives. A detailed rat- 
ing form is used as a guide in this 
counseling interview. It covers per- 
formance as well as mental, per- 
sonal and supervisory characteris- 
tics, in addition to ratings on 
knowledge of all our major prod- 
ucts. The completed form, signed 
by both men, is sent to our mar- 
keting manager for his review and 
files. 

Supervision: From time to time, 
a supervisor must give subordinates 
specific assignments with due 
dates. Wherever possible, we try 
to get the individual to commit 
himself on due dates and other 
specifics. A tickler file is main- 
tained so as to follow up the in- 
dividual’s commitments to make 
sure each project is completed as 
planned. 


Step 5: budgets and controls 
Our next step was to establish a 
sound approach to budgets and 
(Continued on page 60) 








4. FUNCTIONS, MEDIA and TOOLS 5. EXAMPLE OF OUR APPROACH TO ADVERTISING 
AND SALES PROMOTION ADMINISTRATIVE 
PLANNING 
Functions Tools Media 1. MARKETING OBJECTIVE 
Increase company’s % of market 
Publicity editorials, news magazines, 2. ADVERTISING & SALE5 PROMOTION OBJECTIVE 
releases directories 
Increase market acceptance 
and brand recognition 
Advertising ads 3. SA S IDEA 
User benefifs and product 
titi dvant 
Direct Mail letters, brochures post office ~— pate: aes pita 
stuffers Single gource for 
broad ptoduct line 
Company leadership 
Sales Tools photos, slides, salesmen know-how bind facilities 
charts, catalogs, (company, 
manuals, presen- _— dealer) 4. MEDIA & TOOLS 
tations, demon- Trade Advertising, Publicity 
strators, films Magazines 
Trade Shows Displays, literature 
one : i i ional literature 
Exhibits displays, signs, meeting places, Direct Mail Promotiona " 
yt _* 9 offices catalogs, sales letters 
Company Catalogs, sales letters, 
Salesmen presentations, samples 
Packaging cartons, labels, | The Product Distributor Catalogs, samples 
inserts, tags Salesmen 
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6 ways to trim waste | 


8 


from a welfare fund 


Great publicity has exploded during the past few years over cases of corruption in 
the handling of health and welfare funds. But no comparable attention has been 
given to a far greater area of loss: the lack of technical know-how on the part of 
labor and management representatives who establish and administer welfare 
funds. Here are just a few of the ways you can improve benefits to employees by 


eliminating unnecessary costs. 
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mes | Ef undreds of mil- 
lions of dollars have filtered down 
the drain through careless hand- 
ling of employee health and wel- 
fare funds. Collaterally, considera- 
ble human suffering has gone un- 
tended because of ineptitude in 
welfare fund management. 

Numerous _ specific examples 
prove that substantial sums can be 
saved, not only when a new fund 
is established, but also in existing 
funds that can be improved. For 
example, in one of the typical cases 
cited with this article, total savings 
of approximately $100,000 a year 
were achieved simply by following 
sound cost-cutting practices. 

A big cause of waste in welfare 
funds is that the buyers—company 
and union officials—are seldom ex- 
perts in this specialized field. They 
must depend on advice from the 
sellers. The sellers are highly com- 
petitive and they know their busi- 
ness intimately; they understand 


the language, the values and the © 


complexities of the field—all of 
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which may be a maze to the buyer. 

To help bring meaning out of 
this maze is one of the objectives 
of the Foundation on Employee 
Health, Medical Care and Welfare, 
Inc. This foundation recently pub- 
lished a 48-page booklet filled with 
specific facts on how to improve 
the value and reduce the cost of 
industrial health and welfare funds 
(see box page 39). This material 
is taken from one of the chapters 
of this new booklet: 

Competitive bidding is one 
method of reducing insurance com- 
pany costs of health and welfare 
funds. Here are some other major 
suggestions for making certain that 
the contributions are used for the 
purchasing of the best benefits for 
employees and their dependents: 

= Cover as large a group as pos- 
sible. 

® Keep commission payment to 
a minimum. 

= Eliminate unnecessary fees. 

= Consider using a “self-account- 
ing” system for the health and wel- 
fare fund. 

= Consider using a “draft book” 
system for the payments of claims. 

® Think before changing insur- 
ance carriers. 


Cover as large a group 
as possible 

Figure 1 illustrates how an insur- 
ance company’s retention de- 
creases percentage-wise as the size 
of the group increases. For a group 
of 200 persons, the average insur- 
ance company will retain 17.1¢ out 
of every premium dollar over a 
10-year period. For a group of 
1,000 the average insurance com- 
pany will retain 9.1¢ out of every 
remium dollar and for a group of 
0,000 the average insurance com- 
any will retain 5.5¢ out of every 
emium dollar. 
Some of the reasons for the di- 


minishing percentage of cost as the 
size of the group increases are: 


1. The cost of printing booklets, 
certificates, contracts and adminis- 
trative and benefit claim forms is 
less per person when this material 
is produced in larger quantity. 

2. The portion of the retention 
that is allocated to commissions is 
reduced per unit as the premium 
increases for a larger group. This 
is because commissions are gener- 
ally paid on what is known as a 
decremental or graded scale. This 
simply means that as the size of 
the premium grows the percentage 
paid in commissions decreases. 

3. The general overhead and ac- 
quisition cost to an insurance com- 
pany is less per unit for a larger 
group than for a small group. 


Whenever possible, therefore, 
sponsors of health and welfare pro- 
grams should combine smaller 
groups into one large group. To ac- 
complish this, a number of local 
unions can combine into one area- 
wide or state-wide program. A typ- 
ical arrangement of this kind is in 
effect in Metropolitan New York's 
I.A.M. District 15 which now cov- 
ers more than 7,000 employees in 
15 locals, employed by 231 em- 
ployers. National health and wel- 
fare programs, involving many lo- 
cals throughout the United States 
are in effect in the television, ra- 
dio, baking, men’s clothing, mari- 
time, mining and other industries. 

In all instances where a large 
group can be assembled, a saving 
in the net cost of insurance can be 
effected. 

One of the important factors in 
an insurance company’s retention 
is commissions. In most states the 
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Figure 1 


SHARE OF PREMIUM 
DOLLAR KEPT BY 
INSURANCE CO. 


SIZE OF GROUP 


100 PEOPLE 


200 cone ME 7.1. 


500 PEOPLE 11.8¢ 


1,000 PEOPLE | 9.1¢ 
0 ci TS 
10,000 PEOPLE 5.5¢ 
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Figure 3 
AMOUNTS OF 
ANNUAL PREMIUM 
Up to $6,000 
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10,000 — 30,000 
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insurance company is obligated by 
law to charge commissions as part 
of the retention even though the 
health and welfare fund trustees 
may decide that no commissions 
are warranted. Depending upon 
the instructions given the insur- 
ance company by the health and 
welfare fund, it is possible in many 
instances to reduce the amount of 
commissions paid and charged to 
the policyholder in the retention. 

Figure 2 is a typical graded or 
decremental scale of commissions 
on group insurance policies when 
first year and renewal commissions 
are paid. 


Keep commission payments 
to a minimum 


Here is an example of how 
proper instructions to the insur- 
ance company can reduce commis- 
sions and consequently reduce the 
retention and net cost of insurance. 
Assume that a health and welfare 
fund purchases three different 
types of benefits from an insurance 
company for the eligible employ- 
ees—life insurance, weekly acci- 
dent and sickness benefits and ac- 
cidental death and dismember- 
ment benefits. Assume further that 
the annual premium for the life in- 
surance is $150,000 and the annual 
premium for the weekly accident 
and sickness benefits is $150,000 
and the annual premium for the 
accidental death and dismember- 
ment insurance is $25,000. 

If the insurance company does 
not receive instructions to the con- 
trary, it may for the purpose of 
commission payments consider the 
group life insurance policy, the 
weekly accident and sickness pol- 
icy and the accidental death and 
dismemberment insurance policy as 
three separate policies; the insur- 
ance company would pay commis- 
sions from the top of the scale three 
different times. The commissions 
for the first year would then 
amount to $18,500 and in the re- 
newal years $4,160. 

On the other hand, if the insur- 
ance company is instructed to com- 
bine the three policies into one for 
the calculation of commissions, the 
commissions would be paid from 
the top of scale on only one policy. 
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In the case mentioned, the first 
years commissions would then be 
$11,875 and the renewal commis- 
sions would be $3,595. 

The preceding is an example of 
a savings of approximately $6,625 
in commissions for the first year and 
$565 for each of the renewal years. 

There is an alternative way to 
pay commissions. That is on a 
“level commission basis.” Under 
this system the commission is the 
same each year for 10 years rather 
than higher the first year and lower 
in the renewal years. 

Figure 3 shows a typical graded 
or decremental scale of commis- 
sions on group insurance policies 
when level commissions are paid 
over a 10-year period. 

In instances where the minimum 
commission is not adequate to pay 
for the consulting and actuarial 
services required, the fund may 
pay a fee directly for these services 
to the consultant. Under this kind 
of an arrangement the fund is bet- 
ter off because it is keeping com- 
missions at a minimum and does 
not have an automatic additional 
cost from higher commissions in- 
cluded as part of the retention. 

Even where a level commission 
arrangement is used it is possible 
to reduce commissions by having 
the insurance company apply the 


level commission scale to all poli- © 


cies combined rather than to each 
separate policy. 

In any event, the trustees of a 
health and welfare fund should re- 
ceive whatever consulting and re- 
lated services they require in 
return for the commissions they 
pay. Commissions are paid out of 
the premiums paid to the insur- 
ance company. In that sense, the 
health and welfare fund pays the 
commissions as it pays the pre- 
mium. What is more, in most states 
commissions are charged as part of 
the insurance company’s retention. 
Occasionally, a health and welfare 
fund consultant may claim that by 
negotiating directly with the insur- 
ance company, he eliminates or 
cuts commissions below the possi- 
ble minimum. This is not possible 
in states where the law requires 
commissions to be charged. In such 

(Continued on page 64) 
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Management 
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co-sponsor 
research 





SNYDER 


unique example of union and management cooperation for mutual 


benefit is the Foundation on Employee Health, Medical Care and 
Welfare, Inc. 


This foundation, co-sponsored by a business concern and one of its 
unions, was created with a single purpose in mind: to find better ways 
to provide industrial employees with the best possible health and wel- 
fare programs at the least possible cost. 


Established in 1956, the foundation is chaired jointly by John | 
Snyder, Jr., president and chairman of U. S. Industries, Inc., and by 
A. J. Hayes, president of a union representing 5,000 of the company’s 
workers. Mr. Hayes is president of the International Association of 
Machinists, vice president of the AFL-CiO, and chairman of the Ethical 
Practices Committee of the AFL-CIO. 


The company and the union launched the project partly as a means 
of benefiting directly from the research into welfare plans that the 
foundation has undertaken. But equally important, the fact-finding 
program is designed to benefit industry and unions generally. 


Presently, a series of four detailed research studies is being pre- 
pared by the foundation: 


Part A: Benefits that can be purchased from insurance 
companies. 

Part B: Benefits that are available under service plans. 
Part C: How to compare service and indemnity benefits. 
Part D: The advantages and disadvantages of self-insur- 
ance in health and welfare programs. 


To date, Part A in the series has appeared in print, and it is from 
this fact-filled, 48-page report that the accompanying article has been 
taken. The full report is available at 35 cents from the Foundation on 
Employee Health, Medical Care and Welfare, Inc., 477 Madison 
Avenue, New York 22, N. Y. 


Serving with Mr. Snyder and Mr. Hayes as officials of the founda- 
tion are Walter F. Wilmas, president of the foundation and executive 
vice president of U. S. Industries, Inc.; Elmer E. Walker, vice president 
of the foundation and general vice president of the International Asso- 
ciation of Machinists; and Theodore W. Kheel, the foundation's execu- 
tive director. Consultant to the foundation is Martin E. Segal & Co., Inc. 








39 

















How to grant scholarships 
without headaches 








Here’s an easy way to establish company-sponsored scholar- 


ships for worthy students. You get double results from this 


method — but none of the usual problems or administrative costs. 


mes Why dont more 
business firms take advantage of 
the tax, recruiting and public re- 
lations features of establishing col- 
lege scholarships in the company 
name? 

Facts show that often it’s not 
because of the money involved— 
it's because of the administrative 
problems! 

There are ways, however, to get 
all of the plus values from grant- 
ing scholarships without any of 
the headaches. 

First, consider what might hap- 
pen under ordinary circumstances: 

A company decides to establish 
a scholarship as a gesture of cor- 
porate citizenship, or for any of 
numerous other good reasons. The 
firm’s management group agrees 
that the scholarship should go to 
someone from the local area who 
wants to study for an engineering 
degree. 

Then the questions start: How 
do we select the right scholarship 
recipient from all the possible 
candidates? How can we be sure 
we won't be accused of favoritism 
or personal prejudice? Who among 
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us has the time to administer this 
program—and how much of our 
scholarship money is going to be 
expenses? 

Faced by what appears to be 
an embroiling maze of red tape, 
and extra costs, the management 
group decides the program is far 
too involved and that the best 
thing to do is to drop the whole idea. 

Now consider what could have 
happened: 

The same company, having de- 
cided to establish a scholarship 
and having selected the kind of 
student who is to receive it, con- 
tacts the National Merit Scholar- 
ship Corp., or a similar outfit. 
With no administrative problems 
or added costs for the company, 
the scholarship is established and 
the student recipient is selected 
on the basis of highly accredited 
tests given annually to seniors in 
high schools throughout the coun- 
try. Furthermore, the scholarship 
is at least doubled in effectiveness 
since, for each company-sponsored 
scholarship established, the Na- 
tional Merit Scholarship Corp., us- 
ing foundation money, itself es- 


tablishes another scholarship for 
some other outstanding student. 

The scholarship the company 
has set up remains in the com- 
pany name. But instead of busy, 
inexperienced company personnel 
handling the selection and admin- 
istrative details, these are handled 
by scholarship specialists, as part 
of the national program. The cost 
of handling these details is not 
taken from the funds that the com- 
pany has set aside for its scholar- 
ship; instead, they are taken care 
of by a special foundation grant. 

There are other highly respected 
organizations like the National 
Merit Scholarship Corp. doing the 
same job. To give you an idea of 
how these organizations function, 
here is a closer look at NMSC. 


What it is 

NMSC was established in 1955 
as an independent non-profit or- 
ganization whose purpose is to de- 
vise and administer a nation-wide 
system of scholarships for higher 
education. The Ford Foundation 
and Carnegie Corp. of New York 
have financed the activities by 
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grants totaling $2.5 million for ad- 
ministrative expenses. The Ford 
Foundation has appropriated an 
additional $18 million to finance 
scholarships in the program. All 
secondary schools—public, private, 
and parochial—are entitled to par- 
ticipate. The program is open- 
ended—any company, foundation, 
union, association or other. organi- 
zation is invited to take part. 

NMSC discovers and makes a 
college education possible for the 
countrys most talented youth, re- 
gardless of financial means; it of- 
fers a program permitting business 
firms to obtain high value from 
their scholarship gifts. 


Waste amid shortage 

Explaining the urgent need for 
more business-sponsored _ scholar- 
ships, NMSC says this: 

“We, as a nation, face a critical 
shortage of educated talent. Our 
booming population, our huge de- 
fense requirements, and our in- 
creasingly complex technology are 
demanding more and better en- 
gineers, executives, scientists and 
teachers. The primary way to ex- 
pand a supply of these highly able 
professionals is to educate more 
of them at the college level. To 
do this, we must reduce the cur- 
rent loss of unusually talented stu- 
dents between high school and 
college. 

“Every year, tens of thousands— 
estimates run as high as 200,000— 
of our most able high school grad- 
uates do not continue on to college. 
Many lack the financial means for 
further education. Many others 
simply lack the motivation. The 
result is enormous economic waste. 
The merit scholarship program was 
created against this backdrop of 
waste amid shortage.” 

More than 60 organizations have 
established merit scholarship pro- 
grams, most having special criteria 
that express the interests of the 
sponsors. For example, Detroit 
Edison, which sponsors one merit 
scholarship, stipulates that it go to 
a boy in the area served by the 
company who plans a career in 
engineering, science, business ad- 
ministration or teaching. The 
Sears-Roebuck Foundation §spon- 
sors 200 scholarships through 
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NMSC. Preference is given to can- 
didates who show aptitude for, 
and interest in, careers related to 
business and industry, teaching, 
engineering, the ministry and gov- 
ernment service. 

Says a spokesman for the Sears 
Foundation: “We've been in the 
merit scholarship program since 
its inception and we consider it 
an excellent means of providing 
financial aid to worthy students 
who need it.” 

American Cyanamid sponsors 
eight scholarships in the field of 
chemistry and chemical engineer- 
ing. Says the company: “Working 
through the National Merit Schol- 
arship Corp., were relieved of all 
administrative details, yet we get 
the cream of the crop. If results 
continue as they have begun for 
us, we plan to expand our pro- 


gram. The high academic stand- 
ing of the scholars we support 
has been amazing.” 


Method of selection 

All merit scholars are selected 
from an annual crop of 7,200 final- 
ists in the NMSC testing program. 
The testing begins each Fall when 
high schools across the country are 
invited to participate. Principals 
enter their schools by registering 
for the scholarship qualifying test. 
This examination is administered 
at the participating school in late 
October. The principal may select 
5% of his most able seniors for free 
testing, and others in the graduat- 
ing class may take the test by pay- 
ing a nominal fee to the testing 
agency. 

A group of 7,500 seniors—the 
highest scorers in each state, pro- 





nation. Here’s proof: 


are anxious to take action. 


THIS CRUCIAL PROBLEM OF EDUCATION 


Businessmen are worried about the education problem facing the 


Last month M/M carried an article suggesting specific things 
businessmen can do to improve secondary education in their own 
areas. The article stimulated hundreds of reader requests for 
more details—showing clearly that businessmen are not only 
aware of the problems faced by their local school systems, but 


The article on these pages deals with another phase of the edu- 
cation problem—how business firms can help talented youngsters 
continue their education after high school. 


Next month a third article on education will appear. It describes 
how business people in an entire community—Tulsa, Okla.— have 
conbined their efforts into a coordinated program to improve 
the level of education in their secondary schools. 


amy 





lems of education. 





Temco engineer, H. X. Brown, meets his class at Cedar Hill, Texas 
before going to work. This is just one of scores of ways business 
firms can attack the teacher shortage, and other severe prob- 








ay 































































































































































































~ 


et 


Colitho Sensitized Acetate Plates 
For the fastest, most uniform copies ever! 


You’ve got to see it to believe it—the speed and quality Colitho sensitized 
acetate plates bring to straight run duplicating! Quick inking, dimensionally 
stable, Colitho plates are the easiest of all to handle—from preparation to 
duplication. Result? The cleanest, most uniform copies possible, from first 
copy to last, box after box. And production time is cut way down, too. 

Colitho acetate plates are stocked in all 
standard sizes and punchings for offset presses 
up to 38". They make every duplicator a bet- 
ter duplicator! Try them, you’ll see the differ- 
ence immediately. 


















FREE DEMONSTRATION! 


Judge the superiority of Colitho acetate plates for 
yourself. Write: Colitho Division, Columbia Ribbon 





SENSITIZED 





sane eae & Carbon Mfg. Co., Inc.,822 Herb Hill Road, Glen 
OFFSET DUPLICATING Cove, N. Y. for free demonstration. 
PLATES 


th ony mobo or 


COLITHO* OFFSET 
DUPLICATING 
PLATES AND SUPPLIES 


de! of offer duplicator 


(For more information, see last page) 
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rated by population—are selected 
from those taking the preliminary 
test. In January, these semi-finalists 
are given the supervised scholastic 
aptitude tests of the college en- 
trance examination board. Scores 
on this three-hour examination 
further substantiate the abilities of 
the competitors. In previous years, 
over 95% of the semi-finalists had 
been able to repeat their high scor- 
ing performances and thereby be- 
come finalists. 

Each of the 7,500-odd finalists is 
considered to be fully qualified to 
receive a merit scholarship. Fur- 
ther selection is necessary, how- 
ever, in order to determine the ac- 
tual winners of the available 
awards. 


The final evaluations are _per- 
formed by the merit scholar selec- 
tion committee, a nationally se- 
lected panel of experts in academic 
selection. The leadership, citizen- 
ship, grades and extra-curricular 
activities of each finalist are con- 
sidered, as well as his scores. Spe- 
cial teams from company sponsors 
make selections as well, applying 
special criteria such as residence, 
career intent, employment of par- 
ents, and so on. Financial need is 
not a criterion and no information 
is gathered on race or religion. 
From all of these careful evalua- 
tions, the final selections of merit 
scholarship recipients are made. 

High school seniors have greeted 
the merit scholarship program with 
enthusiasm: last October, a quarter 
of a million seniors—or one out of 
every six in the national senior 
class—took the scholarship qualify- 
ing test. These tests, preliminary to 
the 1958 scholarship awards, were 
administered in 13,000 high 
schools. 

The rapid rate of growth of the 
merit program itself is, in part, due 
to the special “matching” provi- 
sion. Of the $18 million earmarked 
for scholarships in the original Ford 
Foundation grant, $8 million was 
set aside to match company-spon- 
sored programs with an equal num- 
ber of new national merit scholar- 
ships. Thus, the program has a 
double rate of growth. There were 
556 merit scholarships awarded in 
1956; an additional 836 scholar- 
ships were awarded in 1957. 

Whether a company grants one 
scholarship or many under this 


MANAGEMENT METHODS 








{uy ww ' — = wo 





RRR 8 28 














PUTTAR 


LP MAE LITER RT IMO LEN, 








program, company identification is 
fully maintained. Each scholarship 
bears the sponsor’s name (i.e., The 
Glidden Co. Merit Scholarships ). 
Those financed by NMSC funds 
alone are called simply national 
merit scholarships. Most sponsors 
maintain close contact with their 
scholars through award luncheons, 
plant trips, college visits, summer 
jobs, and so on. Neither sponsors 
nor scholars, however, have em- 
ployment commitments under this 
program. : 

Each scholarship winner receives 
a stipend tailored to his own 
needs. The amounts range up- 
wards, as necessary, from a mini- 
mum of $100 annually to a maxi- 
mum of $2,200 per year or more. 
The average is about $650. How- 
ever, an appropriate grant-in-aid 
for the college is included as a part 


HOW TO GET 
MORE FACTS 


For more details on the com- 
pany-sponsoring scholarship pro- 
gram described here, circle 
number 620 on Reader Service 
Card in back of issue. 


of the award. The scholarships 
cover the four undergraduate col- 
lege years. ; 

Sponsoring companies may ei- 
ther pay the actual expense for 
each scholarship granted in the 
company name, or they may elect 
to pay the average cost of all of 
the scholarships in the program. 
This average arrangement has 
been chosen by most of the present 
sponsors in the program, since it 
stabilizes costs. Presently, the esti- 
mated total average cost of a 
four-year scholarship is $5000 pay- 
able at the yearly rate of $1,250 
(about half of which goes to the 
student, the other half going to the 
college). 

The National Merit Scholarship 
Corporation is tax exempt under 
the Internal Revenue Code. Thus, 
any scholarship your company es- 
tablishes through the organization 
has the same tax exemption fea- 
tures it would have if it were 
granted directly to a college. m/m 


FEBRUARY 1958 





STANDARD 







for fast,economical record handling 


records roll to the clerk! 


SMALL volume record hand- 
ling...The RoleDex, Jr., only 
slightly larger than a wheel 
file, has the advantages of 
much faster filing; greater 
capacity; variety of card sizes 
in the same unit; availabilty 
of records to outside refer- 
ence. Designed for 2,000 to 
12,800 records. 





RoleDex, Jr. 
Model RS-53 


MEDIUM volume record 
handling... Up to 35,000 
tab cards in model RL-73. 
Other models for 5”x3” 
and 6”x4”, A compact 
work center with rolling 
work shelf for the 
seated clerk. 


LARGE volume record 
handling... extra filing 
space in the RC-Series. Will 
house tab cards (horizontally or on end);8”x5” cards; 
6"x4" cards, 5”x3” cards and MIB (2%"x 3") cards. 


Send coupon far free literature 


“el ESE © 


Model RC-73 





For. ond ee: Sole l WATSON MANUFACTURING COMPANY, Inc. 


RoleDex Division, Dept. M-3, Jamestown, N. Y. 





ZS Please forward literature on ROLeDEX Standard Units 
PN Uo cnn naeossucken TR sau tiku ovoes 
) TZ, CAO. .... 00d ddit«ostipavscens sanennnas ee j 
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(For more information, see last page) 














Home Study Course 
In Programming 
Business Computers 


A home study course, the first and only 
one of its type, is being offered by Busi- 
ness Electronics Inc. Designed for people 
without technical training or experience, 
it is based on a similar course members 
of the firm developed and are teaching at 
a large University. 


Students are taught to develop and pro- 
gram electronic systems for business prob- 
lems such as Payroll, Accounts Receivable, 
Inventory Control, etc., for a theoretical 
electronic computer called BEC. 


BEC was designed for instructional pur- 
poses and includes the best elements of 
commercially available computers. The 
knowledge the student gains from BEC 
can be applied to any computer. “Pro- 
gramming for Business Computers’’ pro- 
vides an opportunity for the student to 
study at home at his own convenience for 
only a few cents a day. 


Free brochures describing the course 
are available upon request from Busi- 
ness Electronics Inc., Educational 
Division, 420 Market Street, San Fran- 


cisco 11, California. 
(For more information, see last page) 





GOT HIGH-PRICED HELP 5 
e LOOKING FOR RECORDS e 


LOW-COST “CONVOY” § 
e STORAGE FILESe 






sa a 


are instantly available. What a time and 
money-saver today! 


Rigidized permanent Drawer and Shell 





All your semi-active or inactive records | 


construction eliminates shelving and costly | 


searching (the biggest item). 
All this at half the cost of steel because 
“CONVOYS” are heavy duty 
corrugated board processed to 
remarkable strength. 
Sizes: letter, legal, check, 
deposit slip, tab card... 






10 others. 
There’s a dealer 
near you — or write 


CONVOY, Inc. 


STATION B, BOX 216-M 
CANTON 6, OHIO 


(For more information, see last page) 
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thought starters 


Thought Starters deal with “practical solutions to administrative problems.” 
The editor invites contributions—which are paid for at our normal space rates. 


COMMUNITY RELATIONS 


Employee polio shots 
cause public recognition 


When you do something unusual 
for employees, it’s a mistake to 
hide your light under a bushel. By 
supplementing an employee pro- 
gram with good communications, 
you not only improve the program 
itself, but often get a by-product 
benefit, such as improved commun- 
ity relations. 

Here's a case in point: 

Recently Rome Cable Corp., in 
Rome, N. Y., decided to offer free 
polio shots to all employees. But 
instead of merely offering and giv- 
ing the shots, the company studied 
all possible ways of focusing the 
attention of the community on the 
importance of all age groups being 
protected against polio. 

First step was a series of four 
paid advertisements in the local 
newspaper urging the public to 
visit their family physicians and re- 
ceive their polio shots. These large 
display ads also asked readers to 
contribute generously to the Moth- 
ers March, a local house-to-house 
fund drive for the March of Dimes. 

The day after the last ad ap- 
peared, the firm wrote to all area 
physicians outlining the purpose of 
the ads and announcing the com- 
pany’s plans for offering free polio 
shots to all employees. Two days 
after the last ad, a news release 
was sent to the local newspaper 
announcing the company’s plan. 

A week later, the company med- 
ical director, Dr. James McDon- 
ough, sent letters to the employees 
telling them of the importance of 
polio inoculations. An informative 
eight-page booklet from the Na- 
tional Foundation for Infantile Pa- 
ralysis, “What You Should Know 
About Polio and the Salk Vaccine,” 
was included with each letter. 

The next week the medical di- 
rector sent a second letter to every 
employee in which he _ recom- 


mended the polio shots. Included 
were polio shot record cards on 
which each employee could indi- 
cate whether or not he wanted the 
shots, whether he had already re- 
ceived them, or if he planned to 





Good communication made a success 
of Rome Cable’s polio shot program. 


get them elsewhere. An informa- 
tive four-page leaflet, “Get Your 
Polio Shots Now,” was included. 

Mass inoculation began about 10 
days later. After receiving an in- 
jection, each employee was given 
a card urging him to take the other 
members of his family to his own 
physician for inoculation. The re- 
verse side of the card contained 
space for keeping a family record 
of polio injections. 

The result of this effort has been 
that more than four out of five of 
the employees took part in the in- 
oculation program, and the com- 
pany received full public recogni- 
tion for making the shots available 
to its people. 


COMMUNICATIONS 


Closed-circuit TV system 
can be expanded as needed 


RCA has developed a new in- 
dustrial television camera chain, en- 
gineered for economical use with 
existing chains to form expansible 
closed-circuit TV networks. 

The new camera is designed to 
meet a need in the educational, 
industrial, and commercial fields 
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New Keysort Data Punch 
imprints and punches 


in a single operation 





Conveniently located to serve such varied appli- 
cations as labor control, sales and order analysis, 
maintenance control or costing, Keysort Data 
Punch simultaneously imprints and code- 
punches production or sales information (such 
as — in labor control — work center, order and 
operation number, clock number) onto easily- 
sorted Keysort punched cards. Far faster, more 
legible than hand-written records. Compact, 
rugged, error-proof, the Keysort Data Punch 
speeds cards direct to accounting . .. makes 
possible complete, accurate compilation of 
earlier management reports. 

Learn how Keysort Data Punch — in conjunc- 
tion with Keysort punched cards — can today 
speed to your desk the timely reports necessary 
for true modern management control. The near- 
by McBee man will be glad to demonstrate the 
Data Punch’s exclusive advantages. Phone him 
or send coupon for illustrated folder. 


VICBEE 


KEYSORT DATA PUNCH 


ROYAL MCBEE Corporation 
Port Chester, N. Y. 
In Canada: The McBee Co., Ltd., Toronto 16 


c--- 
To: Keysort Data Punch 

Royal McBee Corp., Port Chester, N. Y. 
Please send me complete information 
on the Keysort Data Punch. 
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In speed, in accuracy, in overall performance, 
Monro-Matic" Calculators are far ahead. Where 
other calculators depend on human decision, 
Monroe Calculators work automatically saving 
time, saving money, reducing errors. 
Monro-Matic Calculators are being bought today 
by top companies like these: 


Kelloggs 


} 
} 
| 
oe 
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For the greatest savings... choose the world’s 
most advanced calculator... 


be -1- Me lel-m uy) migelas 


tor CALCULATING 
ADDING + ACCOUNTING 
Monroe Calculating Machine Company, Inc., Orange, New Jersey nica Oude cath MAC HINES 


Offices for sales and service throughout the world 


(For more information, see last page) 
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for a TV camera chain that can be 
used either as the foundation of an 
expand-as-needed closed-circuit TV 
system, or as an addition to a sys- 
tem already in operation. 

The RCA TV _ camera chain 
(ITV-201) embraces a compact, 
portable vidicon-type TV camera, a 





New camera expands networks 


separate, self-contained control 
unit and a viewing monitor. The 
complete chain is priced at less 


than $3,000, the actual cost varying | 


according to installation require- 
ments. 


For further information circle num- | 
ber 616 on the Reader Service Card. | 


BUSINESS FORMS 


Expense voucher 
eases tax problem 


A new three-part Snap-A-Part | 


form, produced by Philip Hano 
Co., Holyoke, Mass., will make it 
easier this year for taxpayers to 
maintain adequate records to 
prove business expenses. 

Each sheet serves for a week 
and is subdivided by days and by 
major types of normal expenses, 


such as hotels, meals, laundry, en- | 


tertainment and the like. A blank 
column is also provided for other 
than standard expense items and 
space is available for explanatory 
notes. Additional provision is also 
made for approval signatures, 
bookkeeping entries and 
ments. 


com- | 


The three parts of each form are | 
designed for use by the traveler, | 


for retention by the firm where 
advance expense funds are re- 
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quested and for the company’s au- 
diting use following the actual 
trip. 


For more information circle num- 
ber 618 on the Reader Service Card. 


PROCEDURES 


Mail delivery cost 
cut by one-third 


by Louis Alexander 


A manufacturing plant in Texas 
has speeded up the internal de- 
livery of mail, and cut the cost by 
one-third, by converting a speed 
truck bed from hauling small parts 
to hauling mail. 


Mow! 


The mail truck is a moving dis- 
tribution center. Mail is sorted into 
pigeonholes by the clerk while the 
truck is moving. Everything for each 
office is delivered when it stops. 

The mail truck has a plexiglass 
and aluminum body, complete 
with shelving to hold the mail for 
the 103 offices throughout the 
Chance Vought Aircraft plant near 
Dallas. The plant maintenance de- 
partment accomplished the con- 
version. The 14-horsepower gaso- 
line motor uses about 50 cents 
worth of gasoline per day. Its route 
around the 103 stops totals 11 
miles, route speed is five miles per 
hour, and the truck makes two 
trips a day. The stops include one 
at the control tower at the airport 


CUT MAILING COSTS 


WITH CSUMMINGTON‘S LOW PRICED 
2 STATION MAIL INSERTER 





You can afford mechanized 
mailing of statements, in- 
voices, dividends, premium 
notices and sales promotion 
material. 





If you are using old fashioned manual 
methods of envelope stuffing, you are 
already paying for a Cummington mail 
inserter — available in one to six station 
models. 


Mail coupon Today for further information 
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CUMMINGTON CORPORATION 
718 Beacon Street 
Boston 15, Massachusetts 


Name 


Please send me Bulletin 


MM-6 5 
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Address ..... 


State 





(For more information, see last page) 
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alongside the manufacturing plant. 

The old method of delivering 
mail was slower, and more expen- 
sive. Four girls delivered the mail 
on foot, pushing supermarket-type 
shopping carts. To reach the offices 
near the control tower, a driver 
rode the mail out. 

This former method cost an es- 
timated $10,000 a year and re- 
quired four clerks in addition to 
the special trip by the driver. The 
new method requires two clerks— 
one to drive and one to sort the 
mail in the back—and costs about 
one-third less, according to Chance 
Vought Aircraft officials. 


COPYING EQUIPMENT 


New sensitized film 
makes direct transparency 


A new diazo sensitized film that 
produces direct positive transpar- 
ent copy on clear pressure sensi- 
tive foil has been developed by 
Chart-Pak, Leeds, Mass. 


Deita Air Lines 
ALL-CARGO 


Known as Di-Azo-Tak, the new 
material is designed for use in am- 
monia vapor diazo type equip- 
ment. It reproduces, in as many 
copies as desired, repetitive words, 
letters or legends, directly on pres- 
sure sensitive foil. The reproduced 
symbols may then be positioned 
on layouts without injury to the 
drawing. 

The pressure sensitive adhesive 
is said to be heat resistant. 


For more information circle num- 
ber 617 on the Reader Service Card. 


MATERIALS HANDLING 


Pushbutton control 
loads, unloads vans 


An electric floor conveyor kit, 
motivated by a pushbutton, has 
been announced by H. S. Watson 
Co., Emeryville, Calif. 

The new Watson-DeWitt Moto- 
Vator is said to mount to the floor 
of any van body or trailer, and at 
the touch of a button, to walk pal- 





FLEET serves 


these cities 


Costs less than you think. Saves 
time and money. Carries most 
anything that can be shipped! 


Air Freight often costs Jess than rail express— 
yet gives next day delivery. It has no hidden 
costs—cuts out the costly stop-and-go delays of 
slow-poke surface transportation. Every Delta 
flight carries AIR FREIGHT, with over 500 de- 


partures daily in the U.S. A. 


Typical 100 LB. RATE between 


NEW YORK—ATLANTAA ...........cceeeeeees $ 9.70 
CHICAGO—MIAMI .........ccecccnccncccceecs $14.20 
PHILADELPHIA—DALLAG.............. ++. .$17.30 


Lower Rates Available on Volume Shipments 
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letized loads in or out of the body. 

The manufacturer claims that it 
can cut loading time in half and 
will keep two or three fork trucks 
busy feeding or relieving it during 
its loading or unloading cycle. 





Electric kit cuts loading time 


The Moto-Vator has been tested 
in operation over an 18-month pe- 
riod on a truck line in the Pacific 
Northwest. During this time it is 
said to have handled loads of 40,- 
000 pounds and more of all kinds 


ATLANTA 
BIRMINGHAM 


CHARLOTTE 
CHICAGO 
CINCINNATI 
DALLAS 
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FAILURES IN BUSINESS 
DATA PROCESSING 


.szand how to 


avoid them 


A course for executives based on a frank 


evaluation of actual business experience with electronics 


¢ A critical case by case analysis of what has 
really happened in computer installations. 
(How many are actually paying their way?) 


¢ A step by step program of tested techniques 
to guide you to real profit through automatic 
data processing. 


‘Too few data processing programs are living up to 
expectations. When the facts are realistically ap- 
praised, automatic data processing seems to have more 





promise than payoff. In many cases it has proved 
fashionable but expensive. There is much to be 
learned from the costly mistakes of others. 


his « shows why results have been slow to 
why planned applications have not. been 
undertaken, why expected savings have not been re- 
why management decision making has not 

been helped. Automatic data processing docs have 
tremendous potential; it takes planning and knowledge 


to take advantage of it. (See back of this insert.) 





This course has been prepared by John Diebold 
and Associates, Inc. and is based on their un- 
matched experience and far reaching research as 
leading consultants in the field. It provides you 
with the practical means of obtaining real benefits 
from automatic data processing. 
This course will be given in the fol 
on the dates indicated 
Baltimore February 10-14 Houston 
Minneapolis-St. Paul March 3-7 St. Louis 


| 

| 

| 

| 

| 

l 

| 

| 

April 21-25 I 

April 28-May 2 ! 

Seattle March 10-14 Washington, D.C. May 5-9 | 

San Francisco March 17-21 Detroit May 12-16 : 

Los Angeles March 24-28 Boston May 19-23 { 
New York March 31-April 4 Buffalo June 2-6 

Chicago April 7-11 Cincinnati June 9-13 | 

Atlanta April 14-18 Pittsburgh June 16-20 | 

Hartford June 23-27 | 
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Haye you read this new FREE booklet? You 
will receive ta y of Pitfalls to Business Dus 
Processing” with no o! tion 

the complete course outline and Seccgiptere 
material when you return the ep card, 


Act now to assure pro receipt of registra- 
tion information As feat course description 
at no obligation. Registration is limited. 


—_ "7 T ] 
POSTAGE NO POSTAGE | 
WILL BE STAMP 
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ADDRESSEE UNITED STATES | 
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BUSINESS REPLY CARD 


FIRST CLASS PERMIT NO. 15118, NEW YORK, N.Y 


_——EE | 


Management Science Training Institute 
A DIVISION OF JOHN DIEBOLD & ASSOCIATES, INC 


40 Wall Street 
New York 5, N.Y. 














With this course 
YOU RECEIVE 
original study material 


not available 
from any other 
source 





FAILURES IN BUSINESS DATA PROCESSING 


.2,and how to 


avoid them 


An intensive five day course for executives 


How to evaluate the real success of your auto- 
matic data processing program. Lessons to be 
learned from the costly mistakes of others. 


This course guides you in formulating a concrete 
program for automatic data processing in your com- 
pany and provides a penetrating analysis of existing 
wutomatic data processing installations. Whether your 






















Gentlemen: 


1 should like to receive a copy of 
“Pitfalls to Business Data Processing”’ 
and further information on your course: 


NAME 





COMPANY_____ es 
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POSITION 





company already has a computer or is just beginning 
to think about one, it will benefit from the tested and 
proved techniques presented in this course. 


Check sheets, workbook, specially developed training 
aids and organization and flow charts help you in 
planning, evaluating, and managing automatic data 
processing in your company. 


The MANAGEMENT SCIENCE TRAINING INSTI- 
TUTE is the educational division of JOHN DIEBOLD & 
ASSOCIATES, INC., leading professional management 
consulting firm specializing in the business use of auto- 
matic data processing. Training of client personnel has 
always been a major part of the John Diebold & Associ- 
ates, Inc. consulting method. The MANAGEMENT 
SCIENCE TRAINING INSTITUTE combines this 
practical experience in data processing and_ personnel 
training with specially prepared course material to bring 
you sound, valuable help in developing automatic data 
processing personnel within your own organization. The 
Institute also provides specialized courses and in-com- 
pany classes. For further information, write: Management 
Science Training Institute, 40 Wall St., New York 5, N.Y. 


MANAGEMENT SCIENCE TRAINING INSTITUTE 


a owrston.or John Diebold + Associates, Inc. 




















of cargo: cased goods, produce, 
lumber, cable reels and steel. Dur- 
ing the year and one half of testing, 
the only mechanical problem, it is 
claimed, was a single repair opera- 
tion of the conveyor chain. 


For more information circle num- 
ber 619 on the Reader Service Card. 


EMPLOYEE RELATIONS 


New self-mailing form 
eliminates suggestion box 


Automatic Canteen Co. is now 
using a recently devised self-mail- 
ing suggestion form which en- 
courages employees to turn in 
helpful ideas and makes a sugges- 
tion box unnecessary. 

Produced by UARCO, the two- 
ply, carbon interleaved self-mailer 
enables a staff member to describe 
the old method, outline his pro- 
posed idea, clip a receipt and drop 
the form into the mail. 

To make it easier to standardize 
suggestions, and thus simplify the 
task of reading and evaluating 
them, the form is broken down 
into sections. The area where the 
employee proposes his idea indi- 
cates specific questions to be an- 
swered about the new plan. Each 
form is numbered, as is the re- 
ceipt blank which is detached by 
the employee before mailing. It is 
duplicated by an identical receipt 
that remains with the mailed form; 
this latter is filled out by the com- 
pany and returned to the em- 
ployee. 


NEW LITERATURE 


How to enjoy the 
leisure years 


Designed for distribution to em- 
ployees who are approaching re- 
tirement age is a 36-page, three- 
color, illustrated booklet, “A Pre- 
view of the Leisure Years.” 

Published by Retirement Educa- 
tion Inc., the publication explores 
such subjects as general attitudes 
toward retirement, leisure time ac- 
tivities, financial planning, protec- 
tion of health, travel potentials, 
where to live in retirement, and 
other related subjects. 


For a free copy, circle number 613 
on the Reader Service Card. 
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VISUAL 
CONTROL PANELS 


Chart Action, Indicate Trends, 
Show Results, Permit Comparison, 
Picture Organized Facts for 
Analysis and Decisions. 


Complete flexibility with limitless signalling 
and charting possibilities ... Easily adapted to 
your individual record requirements. 








Lightweight panels contain clear plastic tubes 
which are individually removable and may be 
shifted from one position to another . . . Clarity 
of tube provides full legibility of contents. 

Signals snap on or off at any point... Hold 

position until positively moved .. . Slide 

smoothly back and forth . . . By-pass freely. 
Insertable index feature affords triple signalling 
potential: by position, by color and by legend 
of index. 























" C-258 
C1] Send us more information on Visual Control Panels. 
() We are interested in Acme Visible equipment for 
records. 
KIND OF RECORD 
C] Have representative call. Date 
Time 
Company Attention 
Address 
City Zone State 











(For more information, see last page) 









































Buy lighting \ 
as an investment \ 
...and you'll 


Illumination level of 116 foot-candles is maintained on desk top 
in the office of the president. 








demand DAY-BRITE 





Day-Brite Recessed Troffers light the general office of 


the Land Title Guarantee & Trust Co., Cleveland. HORN & RHINEHART, Architect. 
WILLIAM B. FERGUSON, Engineer. ALBERT M. HIGLEY CO., Electrical Contractor 


You do more than show pride in your offices when 
you insist on Day-Brite lighting fixtures. You show 
sound business judgement. 


No other investment can pay bigger dividends in 
office appearance ...and employee efficiency and 
morale. 


And in the long run, you pay no more for the higher 
intensities of comfort lighting for better seeing pro- 
vided by Day-Brite fixtures. Designed for easy 
hanging, relamping and cleaning, they minimize 
installation and maintenance costs. 


Add to this the extra years of service assured by 
decidedly better Day-Brite quality, and you’ve got 


the ‘‘dollar and sense’? reasons why Day-Brite is 
your best lighting investment. 


Want proof? Call your Day-Brite representative 
for a table-top demonstration. 


DECIDEDLY BETTER 


DAY: BRITE 





Lighting Fectars 


Day-Brite Lighting, Inc., 6282 N. Broadway, St. Louis 15, Missouri 
Day-Brite Lighting, Inc., of Calif., 530 Martin Ave., Santa Clara, Calif. 


NATION’S LARGEST MANUFACTURER OF COMMERCIAL AND INDUSTRIAL LIGHTING EQUIPMENT 


(For more information, see last page) 
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How to select 


When this company had to staff a new plar! from scratch, 
aptitude tests proved a time and money saver in culling 
200 trainable workers from 1,200 applicants. Here are 


the steps taken and the outstanding results achieved. 


By Richard P. Brown, 
Director of Industrial Relations 
Mesta Machine Co., Pittsburgh 


A more detailed article on Mesta Machine Co.'s use of aptitude tests for selecting 
applicants with potential shop skills appears in the October 1957 issue of the Industrial 
and Labor Relations Review published by Cornell University. 
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the best man for skill training 


with aptitude tests 














Many companies 
today find it necessary to train their 
own skilled labor. Before undertak- 
ing to create skilled labor through 
training, there is usually a prelimi- 
nary step necessary. It is to select 
those candidates who stand the 
best chance of being successfully 
developed in the skills your firm 
needs. 

If you are seeking a way to make 
this selection, you can probably 
benefit from the experience of 
Mesta Machine Co. Starting almost 
from scratch, we staffed an entire 
plant using aptitude tests as our 
primary tool. The tests made it 
possible for us to complete our hir- 
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INSPECTION 


ing task in a minimum of time, 
at about a third of ordinary costs, 
and with results that so far have 
been excellent. 

Here is the problem we faced 
and how we solved it: 

Our company recently pur- 
chased a plant that had not been 
used for about 1% years. Its previ- 
ous work force had scattered. The 
task facing our personnel depart- 
ment was to re-man the plant as 
quickly as we could get it into full 
operation. 

The nature of our business, high 
quality steel mill manufacturing 
equipment, required a work force 
made up of about 80% skilled work- 
ers. However, it was not feasible 
in the early stages to plan a train- 
ing program for the men to be 
hired. Thus, it was our decision to 
bring in a nucleus of such trades- 
men as machinists, fitters, core- 
makers, molders, and then to hire 
a younger group as “learners!” 
These young men would progress 
to become “helpers” or “machine 
operators” and, when formal train- 
ing could be arranged later, skilled 
craftsmen. 


200 jobs, 1,200 applicants 
News of our plan to hire shop 

personnel brought a tidal wave of 

job applicants—1,200 applicants 
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despite the fact that only 200 jobs 
would be available. It was obvious 
that some method of preliminary 
screening had to be found. We ex- 
amined the problem and decided 
that aptitude tests would provide 
the best solution. 

Since we wanted a young group 
of learners, consisting of men men- 
tally equipped to develop the skills 
required, we now set two arbitrary 
requirements to determine which 
applicants would be tested. First, 
we decided that no one who had 
passed his 30th birthday would be 
tested. Second, we decided that 
only high school graduates would 
be tested. These two requirements 
eliminated about 500 applicants 
and left about 700 for further con- 
sideration. 

Now the problem was to find a 
suitable battery of tests that would 
help us determine which 200 of the 
remaining 700 applicants would 
make the best employee for us. We 
realized that this was no small task 
for aptitude tests to accomplish. 
Under less extraordinary condi- 
tions, present employees can be 
tested to establish test norms for 
use in measuring the test ratings 
of applicants. But in our case only 
a handful of workers had been 
hired by the time we were ready 
to begin testing our applicants 
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PATTERNS 


and, in any event, no suitable job 
performance criteria measures 
were available. The other normal 
alternative—follow-up studies of 
tested applicants—could not be 
considered because of the need for 
immediate hiring. 


Valid series sought 

It was clear that we needed a 
battery of tests with some pre- 
established validity for identifying 
the applicants most likely to be 
good future employees for us. This 
indicated our need to use a test 
series that had previously been 
found useful in selecting applicants 
for similar jobs from similar popu- 
lations. In other words, we needed 
tests that had been successfully 
used to predict performance in 
shop jobs by local workers. 

Another consideration was the 
large group of applicants to be 
tested. Because of the number, we 
wanted tests of the pencil and pa- 
per type that could be adminis- 
tered to large groups at once. In- 
dividual tests, including most of 
the recognized apparatus _ tests, 
seemed out of the question because 
of the time and costs involved in 
administering them. 

A study of available tests turned 
up a test battery that seemed par- 
ticularly well suited to our specific 
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requirements—the Flanagan Apti- 
ture Classification Tests, developed 
by Dr. J. C. Flanagan of the Amer- 
ican Institute for Research, Pitts- 
burgh. The series consists of 14 
tests, and we decided to use 10 of 
these, eliminating the ones cover- 
ing clerical and other unrelated 
work. The 10 tests we decided to 
use covered: inspection, precision, 


assembly, scales, coordination, 
judgment and _ comprehension, 
arithmetic, patterns, components, 


and mechanics. 


Administering the tests 

Since we wanted to test our 700 
applicants with maximum savings 
of time and cost, we decided to 
give the test to large groups of ap- 
plicants over a period of seven 
days. A large room in the plant’s 
office building was reserved for the 
purpose and applicants eligible for 
the test were invited by postcard 
to come to the plant and take the 
test on a specified day. Of the 700 
eligible applicants, 463 appeared 
on the scene to take part in the 
testing program. The tests were 
administered at each of the sched- 
uled times by a test administrator 
and two proctors. 

The next step was to score the 
tests. This was done scientifically 
using the stanine score procedure 
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SCALES 


devised by the Air Corps during 
World War II. 

Scores on each of the 10 tests 
were computed for each applicant. 
From these 10 scores a single over- 
all score was computed for each 
man. Using these scores as a cri- 
terion, 258 of the 463 tested appli- 
cants were eliminated. This left 205 
applicants to be given further con- 
sideration for the 200 jobs avail- 
able. 

The next step was to determine 
which of the 205 remaining appli- 
cants were best suited for which 
jobs. This was done by scientific 
means, using sub-groupings of the 
10 tests taken. To give an over- 
simplified example, a man who 
rated high on the tests covering 
precision, assembly, judgment and 
comprehension, and components 
could be identified as best suited 
for a job as an electrician. Once 
it was determined which occupa- 
tional area or areas the tests indi- 
cated each man was best suited 
for, we were ready to begin inter- 
viewing. 


Applicant given choice 

If the results of an interview 
were satisfactory, the applicant 
was told in which job area he 
scored highest, and, insofar as pos- 
sible, given a choice of the spe- 


a pool of 1,200 applicants. 


JUDGMENT AND 


COMPREHENSION 





ASSEMBLY 


cific job he preferred. If no job 
was available in the area of his 
choice or best qualification, he was 
hired for whatever job he was 
qualified, and given the possible 
option of transferring to the job of 
his preference or best rating as 
more personnel were required in 
such work. 


Results vindicate method 

The result of this selection and 
hiring procedure was that we over- 
came what initially appeared to be 
an almost impossible situation. A 
preliminary indication of the valid- 
ity of our testing approach is the 
fact that supervisory personnel in 
the plant have indicated their be- 
lief that outstanding applicants 
have been chosen. For example 
of the first 20 applicants hired, 
only one was rated below average 
after three months on the job. 

Actual proof of the success 
achieved with aptitude tests will, 
of course, depend on follow-up 
studies over a period of several 
years. Such studies will be made. 
In the meantime, we feel confi- 
dent that our aptitude testing 
method of selecting unskilled 
workers capable of being trained 
to the specific shop skills required 
has been economical, time-saving 
and extremely effective. m/m 
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PHOTOSTAT CORPORATION 


Flexible Photocopying Equipment 
For Every Office Use 


Photostat Corporation 
offers a choice of 
seventeen models of 
apparatus to meet any 
individual photocopy- 
ing requirement. These models range 
from small office secretarial type units, 
to large capacity machines for the use 
of centralized in-plant production of 
photocopies. 

Backed by almost fifty years of 
“know-how” in the photocopying 
field, Photostat Photographic Copying 
Equipment can help solve your partic- 





PHOTOSTAT is the 


trademark of 
PHOTOSTAT CORPORATION. 


four hay to comple phitecopy sitefasion 
BY [-J"Tohrel-ny-w 


ROCHESTER, NEW YORK FIXER 





euoroonammc | 
COPYING EQUIPMENT 
APPARATUS 
ACCESSORIES 
PAPER 
DEVELOPER 





y, 





ular copying requirements ... large or | 


small . . . routine or special. 

Our representatives located in prin- 
cipal cities throughout the country and 
in Canada are experts in their field. 
They will be glad to assist and advise 
you... whatever your copying prob- 
lems may be. 





PHOTOSTAT CORPORATION 


P. O. Box 1970-C, Rochester 3, New York 


(For more information, see last page) 
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y Fast new electronic printer 


Development of what is 
termed the world’s fastest print- 
out equipment, a device to ac- 
celerate the electronic processing 
and printing of computer data, 
has been announced by Strom- 
berg-Carlson (division of Gen- 
eral Dynamics Corp.) and by 
the Haloid Co. 

The product is an electronic 
marriage of the Charactron 
| shaped beam tube of Stromberg- 
Carlson and Haloid’s Xerox Co- 
puflo printer. The resulting pro- 
duct, the Model 5000 high speed 
electronic printer, achieves its 
speed without high-speed mov- 
ing parts. 

The S-C 5000 is said to print 
the output of electronic compu- 
ters at 4,680 lines per minute, 
five to 10 times faster than the 
speed of present electromechani- 
cal printers. It can be used in 
both the on-line method of re- 
ceiving electronic data direct 
from the computer, and the off- 
line method of receiving the data 
from magnetic tape. 

The S-C 5000 will have such 
commercial data processing ap- 
plications as preparing bank 
statements, billings, insurance 
notices, manufacturing control 
reports, missile and aircraft en- 
| gine data reduction, address la- 
| — bels, ete. 





For more details circle number 
614 on the Reader Service Card. 


| B Desk eases tape handling 


Shaw-Walker’s new ~— Flexo- 
writer file-desk features a cut- 
out top to facilitate the handling 
of tapes and cards. 

A sliding tape box holds tape 
supply and supports tapecatch- 
ers, winders or unwinders. In- 
stant availability of punched 
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tape or edge punched cards is 
provided for the operator 
through a drawer which houses 
them in holders. Undercoating 
of top provides for sound ab- 
sorption. 

According to the manufac- 
turer, models are available to fit 
specific applications. 

For more details circle number 
611 on the Reader Service Card. 


i New oscillator shown 


Development of an ultra stable 
subminiature adjustable audio 
oscillator has been announced 
by CG Electronics Corp., a sub- 
sidiary of Gulton Industries. 

The manufacturer claims that 
it can be used as a stable tone 
modulator for energizing fre- 
quency sensitive relays in remote 
locations and as a remote fre- 
quency audio decoder. The new 
oscillators are can mounted for 
plug-in construction and are 
available in frequency ranges 
from 200 to 1,000 cps. Character- 
istics noted include short period 
drift of 0.1 cycle, less than .5% 
drift over a temperature range of 
0° to 150°F, less than 5% distor- 
tion and 0 to 30 volts RMS out- 
put. 


For more details circle number 
610 on the Reader Service Card. 


More automatic controls 


Broader application by U. S. 
industry of automatic controls to 
include more processing func- 
tions was significant develop- 
ment during 1957 in improving 
production techniques, accord- 
ing to Henry F. Dever, vice pres. 
of Minneapolis-Honeywell’s In- 
dustrial Products Group. 

“The compelling need of in- 
dustry to offset costs that are 
rising faster than gains in pro- 
ductivity, and the intricate nature 
of many of today’s manufactur- 
ing operations stimulated interest 
in all forms of instrumentation,” 
he said in a year-end report. 

Sharper competition, necessi- 
tating the replacement of obso- 
lete equipment, and the increas- 
ing billions of dollars that are 
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being spent in research and de- 
velopment of new products, also 
have been important factors in 
enlarging the use of instruments 
that indicate, record and control 
a wide variety of physical and 
chemical conditions vital to pro- 
duction, he said. 

While sales of automatic con- 
trols were the largest in the in- 
strument industry's history in 
1957, Dever said, declining eco- 
nomic activity is expected to 
affect adversely sales well into 
1958. 


Any substantial dip in spend- 
ing for new plants and equip- 
ment, such as that now taking 
place, is bound to have an im- 
pact on the instrument business,” 
he said. 

Nevertheless, Dever expects 
the trend toward broader appli- 
cation of instrumentation to con- 
tinue since only some 10 to 14% 
of the potential has been realized. 

Typical of the new areas in 
instrumentation that have opened 
up and gained increasing accept- 
ance is the development and in- 














“Our THOMAS COLLATOR 
on the very FIRST JOB!” 


“The job I’m referring to was the col- 
lating of 2500 copies of Baker Chemical’s 
300-page price catalog. Normally a cat- 
alog of this size has its share of pro- 
duction problems, but an emergency 
65% revision, midway through, compli- 
cated matters even more. 
“Yet instead of 20 to 30 girls doing 
hand collating and piling up hundreds 
of hours of overtime, we accomplished 
the entire catalog revision and assembly 
with a Thomas Collator and three girls 
. during regular working hours!” 
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More in use than all 
other makes combined 


Copyright 1957, Thomas Collators, Inc. 
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paid for itself 


J. T. BAKER CHEMICAL CO. 
Phillipsburg, N. J. 








You, too, can increase efficiency, perk 
up office morale and cut costs by 50% 
with a Thomas Collator. And only with 
Thomas do you have the pick of two 
complete lines — electric-powered and 
mechanical! There’s a big price advan- 
tage, too! Thomas Collators cost less 
per bin opening than any other collator 
— bar none! 

Send today for the full story... simply, 
completely told in our new fully colored, 
illustrated brochure. No obligation, of 
course. 


Thomas Collators, Inc., Dept. 5 
50 Church Street, New York 7, N. Y. 
At no obligation, please send me: 
(C) FREE New Full Color Brochure 
(C1 FREE Collating Cost Calculator 
() Demonstration at my convenience 
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FAST FILING... 


plus protection! 


SPACEFINDER FILES 


.. . give you the speed, convenience and econ- 
omy of shelf filing plus the dust, dirt, and fire 
protection of drawer files. 


See how girl can instantly read thousands of 
side tabs—with all folders readily accessible. 
Find out how Spacefinders pay for themselves 
once a year—by saving you time, space and 
money every day . . . send for 24-page Space- 
finder catalog today. Tab Products Co., 995 
Market Street, San Francisco 3. 
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(For more information, see last page) 
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Chair FOR APPEARANCE, COMFORT, WEAR 
$2995 @ Cosco ‘Office fashioned”’ Chairs are 


($31.95 in designed by seating engineers and mass- 
Zone 2) 


















produced by skilled craftsmen . . . to look 
better, feel better and wear better than other 
chairs costing twice as much. All component 
parts except casters are manufactured in 
our own plant... a practice which permits 
greater economy and quality control. Con- 
tact your Cosco dealer, listed in yellow 
section of phone book, for free ten-day trial! 


HAMILTON MANUFACTURING CORPORATION 
COLUMBUS, INDIANA 





Modei 20-LA Model 23-L 
Conference Chair General Chair 
$29.95 $15.95 
($31.95 in Zone 2) ($17.95 in Zone 2) 
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Model 18-TA 
Executive Chair 


$49.95 


($52.45 in Zone 2) 


| 
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(Zone 2: Texas and 11 Western States.) Copyright, 1958 


(For more information, see last page) 
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stallation of control systems for 
advanced applications. 

The function of these systems 
also is being extended to data 
handling to provide more cen- 
tralized control over product 
quality, cost accounting and 
yield studies, the Honeywell 
official said. In data handling, he 
explained, data of many kinds is 
simultaneously and automatically 
collected and printed, on log 
sheets for visual analysis or for 
later mathematical analysis by 
computors. 


B Machine selects taped data 


A new integrated data pro- 
cessing machine allows punched 
tape to complete entire account- 
ing procedures, from the original 
document to selection of various 
components for analysis. 

Marketed by Friden, Inc. un- 
der the name Selectadata, the 
machine permits the automatic 
selection and sorting of data 
coded in punched tape, elimi- 
nating need for conversion to 
punched cards. It permits tape to 
skip through a reader quickly 
and accurately until a preselect- 
ed address code is read and it 
offers a choice of up to 127 dif- 
ferent address codes. When used 
in conjunction with the firm’s 
Flexowriter and Solenoid-oper- 
ated adding machine it provides 
business and industry with its 
first low-cost tabulator. 

Readout on the Flexowriter is 
accomplished automatically at 
more than 100 words per minute. 
Repeat search on the Selecta- 
data performs a new type of 
data processing directly from by- 
products of the original punched 
tape. The machine can also serve 
in inter-department areas of 
larger business to meet sales 
analysis and inventory control re- 
quirements where on-the-spot 
reports can be prepared quickly 
with relatively inexpensive 
equipment. Item selection in 
billing or invoicing, paragraph 
or item selection in automatic 
letter writing and alternate or 
selective program control can be 
easily accomplished. 


For more details, circle number 
615 on the Reader Service Card. 
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“I’m sick of this overtime on payrolls! 
Invoices! Statistical listings! Now if we 
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we could really go to 


® . . ” There's a Burroughs Calculator just right for your 
on high-volume figuring!”  esoume sewn. oenesrator, ct ou 


Corporation, Detroit 32, Michigan. 
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Keep inactive records.$2 

neat with Liberty Stordge-Boxes 

find them sturdily built.. .and so eco- 
nomical. The cost of a Liberty Box over 
ar period figures out at just 
Saayear! Write today for free 
out how Liberty Boxes 
wer record storage costs. 


fers ond office equipment 











veave « Franklin Park, Illinois 
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“For Building Business ; ys 


The Elbe File & Binde#*Co., Inc., 
Fall River, Mass., publsfed an all- 
new, 116 page, loostleaf & sales 
presentation catalog: It lists over 
1500 stock items | hundreds of 
tre biti 
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How to get more from “creative” people 


(Continued from page 35) 


controls. These cover budget plan- 
ning, purchasing and traffic con- 
trol, and control reports which 
measure performance against plan. 

Budget planning: Figure 6 shows 
how we establish our budget plan. 
The left-hand column shows our 
basic advertising and sales promo- 
tion functions. The top row covers 
each basic product group. The 
dollar figures then are posted into 
each product group by function. 
Built into this budget plan is our 
control system. Each product 
group has a designating code 
number M-10, M-20, etc. Each 
function has a designated code 
letter, A, B, C, etc. As an example, 
all identification of marine direct 
mail is made by code number 
M10C. Job numbers can be added 
to this code number so that M10C- 
01 is the first direct mail job. 

After budgets are approved by 
management, we are ready to start 
our expenditures. We have worked 
out a simple system to do this. 

Purchasing and traffic control: 
Each project is written up in full 


detail on a project initiation form 
and necessary approval is ob- 
tained. Since there are usually sev- 
eral jobs involved in each project, 
each of these is written up on a 
job order form, which acts as a de- 
partment purchase order. Copies go 
to the vendor and to people in the 
department for control. A job 
folder is created into which goes a 
copy of the job order plus all other 
material gathered until the job is 
completed. When the invoice is re- 
ceived, it is checked against the 
job folder, O.K’d, and sent to ac- 
counting. 

Control reports: Accounting then 
posts and pays the invoice. At the 
end of each month, they sum- 
marize all expenditures by “M” 
number and issue the summary 
expenditures report, as shown in 
Figure 7. This report shows how 
we are performing against budgets 
so that necessary corrective ac- 
tions may be taken. 

Throughout the entire control 
system, specific “M” numbers have 
been assigned which are used both 


6. BUDGET PLANNING 


Code M10] M20 
Function Marine 

A Operating | MIOA 

B Publicity M10B 

C Direct Mail | M10C 

D Advertising | M10D 

E Exhibits MI0E 

F Sales Tools | M10F 

G Product Aids| M10G 











TOTAL (M 10) $ 


Industrial | Components |Communications| Medical 


M 30 M 40 M50 M 60 


Radarange 
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as charge numbers and as job 
numbers. 

Activities report: Each month, 
the advertising supervisor issues an 
activities report (Figure 8) which 
ties in “M” number projects and 
jobs showing their status, what has 
happened to them during the pre- 
vious month, and a planned sched- 
ule for the next six months. 


system of written policy and pro- 
cedures. We therefore set up an 
advertising and sales promotion 
standards manual. This manual is 
distributed to key people through- 
out our Marketing Department. It 
contains new policies and pro- 
cedures, and revisions of older 
ones. It covers every major aspect 
of departmental operations, from 


bilities, to specific functions like 
contests and package labels. 


Testing and measuring 

Our product supervisor is re- 
sponsible for testing and measur- 
ing his total advertising and sales 
promotion program against estab- 
lished objectives. Our creative 
services groups are responsible for 








over-all organization and responsi- _ testing and measuring their spe- 
Departmental communications 

The product supervisor is the key 
man in our advertising and sales 
promotion department communica- 
tions. He is responsible for discern- 
ing the needs of each of the groups, 
counseling on their advertising 
and sales promotion requirements, 
obtaining and distributing the nec- 
essary data, getting required ap- 
proval, supervising those groups 
responsible for execution, and mer- 
chandising his activities so as to 
obtain enthusiastic support for our 
programs. 

In order to establish and stabil- 
ize our communication activity, we 
felt it was important to establish a 
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MILLS MOVABLE WALLS 


3 to 6 weeks time. 


Marine Products (M 10- ) State Mutual Life Assurance Company of America, Worcester, Mass. 
Auhorized jon. Fee. MILLS MOVABLE WALLS 
B Publicity 2000 125 200 
Ten years from now these office layouts will have been changed 
¥ : four times—an estimate based on The Mills Company's thirty-seven years 
C Direct Mail 2000 150 500 experience in subdivision of interior space. Because Mills Walls are 
movable they will have saved more than their original cost long before 
D Advertisin 2000 125 400 ten years have passed. As changes in space requirements make new 
g layouts necessary, these walls can be rearranged quickly, easily and at 
very low cost... without dust, debris or commotion...with no interruption 
E Exhibits 2000 100 £500 of normal routine. They give you real Space Control, 
E Sales Tools 2000 50 100 Handsome interiors by Mills stay smart and modern no matter how often 
they are rearranged, because of their exclusive patented design and all- 
we'zed construction. They never require refinishing — only occasional 
G Product Aids 1000 75 300 washing keeps them looking always fresh and new. Available in a wide 
variety of styles, colors and finishes to meet every interior requirement. 
TOTAL 12,000 725 2,200 THE MILLS COMPANY ¢ 946 Wayside Road ¢ Cleveland 10, Ohio 
| 
Total | W. for the 1958 Mills Catalog NOW! you can get Mills 
: it ti s 
Authorized vio fede Movable Walls —fabri- 
by MONTH -——— 1,000 2,000 cated and installed—in 
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The young lady is 
to be commended 


BECAUSE 


REMARKABLE 


RESISTALL 


LINEN LEDGER 
1S WASHABLE! 





and withstands ail such things as 
hard rubbing without roughening 


the surface ... plus 
Resistance to 


Boiling water 
Oil and grease 
Hard handling 


Many alkalis and acids 


Perspiration 


RESISTALL Linen Ledger is made of 
100% new, white cotton fibers. 
Another famous L. L. Brown quality 


value. 
YOURS AT VIRTUALLY 


NO INCREASE IN COST 


L.L. BROWN 


Correspondence & Record 


PAPERS 


Since 1849 
Adams, Massachusetts 
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= Septembe ; 
MONTHLY ACTIVITIES REPORT - A @ SP Por :__Septenbor————_—__— = 
ea cate Product Line:_Marine 
To: We Me Woxlor, KsV, Curtis, Ms Ms Walker, 5s Keesler, R, 8, Colwell 
DATE COMPLETION DATS 
PROJECT StaTUS 
WS s08 80. “mp. | Due | Oct | Nov | Dec [Jan | Feb | Mar 
i -026-90 DE-122 Package Design Production 10/26 1A 
ML -023-00 DB-122 Lay Away Program Planned 10/5 
a. A-1030 reprints Completed 9/25 
be Dealer follow-up letters Production 10/1 
©. District follow-up letters Production 10/1 
da, Window Streamers Production 10/1 
e. YAGITING counter cards Production 10/l 
ad -202-50 A-1021,-1500 Radar Completed 9/28 10A. 
hi -202-50 d- 1022 - DB102, 103 Completed 9/28 10A 
M1 ~202-50 41037 = Sandwich Mount Transducer Completed 9/25 
a. - 202-50 41027 - DE-121 Planned nA 
NW. -202=50 1,00 A Radar Ad Planned 12A 
W-110-212 "How to Use Fathometer" revise Planned 12A 
A-001-28), Radar Reflector Promotional Tag Planned 10/1g 
Dealer Announcement Program Planned 10/1g 
a. Dealer Postcard Copy 9/21 10/15 
be Announcement Letter Copy 9/a 10/A5 
©. District Memo Copy 9/a 10A45 
Product Postoard Mailing Program Planned 1A 
91. -001-253 Brown & Bigelow Salesman's Program Planned 10A 
District Case History forn | Distributed 9/26 
New Dealer Agreement Package Production 10o/igq 
Radar Sales Presentation Planned 1A 
1. -025-00 Storm and Whistle Cards Revise Production 10Ag 
M1-001-270 Dealer Signs (Reorder) Completed 9A7 
Christmas Program Planned nA 
4.-202-50 a. 44-1031 All Dealer Products Production 10/5 |10/5 
bd. Self-mailer Layout 9/26 nA 
ce. Dealer letter Planned 1/A 
a4, District memo Planned 1u/i 
Fitting Out Program Planned 3A 
































8. STATUS REPORT CONTROLS ALL ACTIVITIES 


cialty functions. We are currently crease in advertising and _ sales 


working on increasing our efforts 
on both groups of activities so that 
we are testing and measuring on 
a planned basis. 

However, we have compiled 
data to measure the results of our 
re-organization. The following 
table compares fiscal 1955 (the 
period prior to our re-organization ) 
to the period just ended, fiscal 
1957. It shows the increased ef- 
ficiency resulting from this re- 
organization. 


ADVERTISING and SALES PROMOTION 


EXPENDITURES 
Fiscal 1957— Fiscal 1957— 
Actual % of Shipments 

(Fiscal 1955 (Fiscal 1955 

= 100%) = 100%) 
Total 93% 67% 
Direct 96% 70% 
Operating 84% 60% 


Increased efficiency is indicated 
by the above table. The question 
remains: has there been an in- 


promotion effectiveness and, if so, 
by how much? 

There are many broad criteria 
which we use to indicate the in- 
creased effectiveness of our ad- 
vertising and sales promotion pro- 
grams. Some of these are: in- 
creased order volume and _ ship- 
ments, profitability, recognition 
and favorable comments from 
many groups including our field 
sales force, channels of distribu- 
tion and even our competition. 
However, the best criteria for 
evaluating the increased effective- 
ness of our advertising and sales 
promotion is an analysis of the 
specific programs themselves. We 
have analyzed several of these pro- 
grams and are convinced that ef- 
fective results are most likely to 
be obtained when you emphasize 
the management phase of ad- 
vertising and sales promotion. m/m 
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HERE'S HOW 






Eastman Tag (ss 


COM 


gets faster processing from 


its new ADP order-billing-shipping system 


The Company’s original method involved 
manual calculating, writing, checking, and 
copying operations in various departments 
during normal order processing. Whenever 
changes were incorporated, the entire order 
was reprocessed. Cards were manually key- 
punched for many operations, making sec- 
ondary controls necessary. 


Automated Data Processing eliminated these 
disadvantages. It provided faster processing, 
machine calculation, accuracy, and cost con- 
trol with a minimum of manual operations. 


The new ADP system uses a 9-part Moore 
Production-Acknowledgment-Shipping Order 
as the initiating form. The Order is typed on 





If you would like to read the 
details in this booklet, write on 
your Company letterhead to the 
Moore Office nearest you. 


an IBM Typewriter Tape Punch which auto- 
matically produces a by-product punched tape 
for conversion to punched cards. The cards 
prepare all subsequent records... including 
the Invoice and Statement. 


The Moore man, using Moore facilities, 
helped the Company’s systems men in the 
scientific design and construction of the forms 
that fit the Automated Data Processing 
system. The Moore forms are: a 9-part 
Speediset Production-Acknowledgment-Ship- 
ping Order; an 8-part Speediflo Invoice Form; 
a 2-part Continuous NCR Statement; an 8- 
part Continuous Marginal Punched Stock 
Goods Order-Invoice. 








MOORE BUSINESS FORMS 


Inc 


NIAGARA FALLS, N.Y. + DENTON, TEX. + EMERYVILLE, CALIF. 


Since 1882 the world’s largest manufacturer of business forms and systems. Quer 300 
offices and factories across U.S., Canada, Mexico, Caribbean and Central America. 
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Quick copies of anything on paper 


with the new A.B. Dick photocopy duplicator 


*‘On-the-spot” copies of anything printed, duplicated, 
typed, written, drawn or photographed . . . on 
opaque, two-sided or transparent paper, white or 
colored . . . heavy cardboard, pages bound in books or 
magazines. You can make them in seconds, for pennies, 
with the new A. B. Dick photocopy duplicator. 


Every photocopy is an exact duplicate of the original 
—black on white for easy reading. Completely perm- 
anent, too, with all the handling and filing advantages 
of regular 24-pound paper. For further information— 
or a demonstration—call your distributor of A. B. Dick 
products. He’s listed under Duplicating Machines in 
the classified section of your phone book. Or simply 
mai. the coupon. 


AB DICK’ 


DUPLICATING PRODUCTS 
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Dept. MM-28 


A. B. DICK Company 
5700 West Touhy Avenue, Chicago 31, Illinois 


Please send me more information about the new photocopy 
duplicator that makes ‘‘quick copies of anything on paper.” 


Name es 











; Position 3 








F., Company eae . 
s Address 
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6 ways to trim waste 
(Continued from page 39) 


cases, therefore, the fund may ac- 
tually be paying twice—once as a 
direct fee to the consultant, who 
says he receives no commission, 
and a second time in the form of 
an indirect charge for commissions 
in the retention. Despite what the 
consultant may have said, this is a 
commission whether the trustees 
know about it or not. 


Eliminate unnecessary fees 

Under normal circumstances the 
insurance company should not pay 
any fees in addition to commis- 
sions. Such supplemental fees are 
sometimes paid by insurance com- 
panies to agents or brokers for 
processing benefit claims, self-ac- 
counting and other services which 
the insurance company might oth- 
erwise render directly. If the 
health and welfare fund under- 
takes to perform services that the 
insurance company might other- 
wise perform, the fund should bene- 
fit from a reduced retention. The 
savings involved by the elimina- 
tion of certain insurance company 
services should not go to an agent. 
broker, consultant or actuary but 
should accrue to the benefit of the 
health and welfare fund. 


Consider using a self-accounting 
system for the health and 
welfare fund 

Another item included in the in- 
surance company’s retention is the 
expense involved in the prepara- 
tion and processing of the premium 
statements. The premium state- 
ment is the monthly report sent to 
the insurance company reporting 
on the total number of employees 
covered by the plan that month, 
the new employees added for cov- 
erage and the employees dropped 
from coverage in the particular 
month. The premium statement 
also usually gives the volume of 
insurance in effect that month and 
other information which goes into 
the calculation of the premium 
due the insurance company. 

In many instances it is simpler 
and less expensive for the health 
and welfare fund to prepare its 
own premium statements to the in- 
surance company than to have the 
insurance company prepare them. 
The health and welfare fund 
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3 CASE 


HISTORIES How to save on welfare funds 


Here are three typical examples, based on actual facts, 
showing how unnecessary costs can be eliminated from 
health and welfare funds. 


CASE A 


This is a health and welfare fund which has been in existence 
for more than five years. It covers approximately 7,000 employees 
plus their dependents. An analysis of the gross and net cost of the 
insurance was prepared. The policies were combined then for com- 
mission purposes. Self-accounting and a draft book system of bene- 
fit claim payments were instituted. An analysis of the premium rates 
being charged by the insurance company indicated that the premi- 
ums were too high in the light of the health and welfare fund's 
favorable claims experience. The net results after unnecessary costs 
had been eliminated were a reduction of $118,000 in the annual 
premium being paid to the insurance company and a reduction of 
more than $20,000 per year in the insurance company’s retention. 


CASE B 


This was a new health and welfare fund, established on a national 
basis and covering more than 50,000 employees plus their depen- 
dents. A procedure of competitive bidding was used to select the 
insurance company that would handle the fund. The difference in 
net cost between the lowest and the highest bidding insurance com- 
pany was more than $100,000 per year. The trustees of the health 
and welfare fund selected the lowest bidding insurance company. 
Here the trustees saw first hand the practical result of sound com- 
petitive bidding. 


CASE C 


This is an existing health and welfare fund which has been in 
operation for more than three years and insures slightly more than 
2,000 employees plus their dependents. The trustees of the fund felt 
that the insurance company was charging too much in premiums 
and retention. Competitive bids were taken. Net result—policies were 
then combined for commission purposes, premiums reduced, and 
insurance company charges for “long form” administration and 
claim payments eliminated. The reduction in retention of more than 
$14,000 a year, plus other savings, permitted substantial improve- 
ments to be made in the benefit program. 














You Get Things Done With 
Boardmaster Visual Control 





BOARDMASTER VISUAL CONTROL 


yy Gives Graphic Picture— Saves Time, Saves 
Money, Prevents Errors 

yy Simple to operate—Type or Write on 
Cards, Snap in Grooves 

yy Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

yy Made ef Metal, Compact and Attractive 
Over 250,000 in Use 


Full price $49°° with cards 


24-PAGE BOOKLET NO. M-400 
FREE Without Obligation 





Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N.Y. 
(For more information, see last page) 





Contemporary style has 
been achieved in Trend 
without sacrifice of com- 
fort. Thickly padded with 
foam rubber...fiber glass 
bases onthe swivel chairs. 





two 

new 
executive 
swivel 
chairs 
and 
an 
executive 
guest 
chair 






by Steet 
The Sturgis Posture Chair 
Company, Sturgis, Mich- 
igan. Address inquiries to 
the company’s General 
Sales Offices, 154 East 
Erie St., Chicago 11, Ill. 
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SALES EXECS’ OTHER ARM 
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MINIATURE TAPE RECORDER 


weighs only 7'/2 Ibs. 


. you wherever you go! For your 
or in your travels 
o! Hi-tone tape recorder, made in 
rds and plays back music or voice 


in yOur Car, 


SMALLEST (5% x 5% x 9%), LIGHTEST (712 
lbs.) and has everything. Excellent for meet- 
, training, etc 

microphone 
an finish carry- 


onferences 
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American Geloso Electronics, Inc. 
312 Seventh Ave., New York 1, N. Y. 
| LAckawanna 4-9936 
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should then receive a reduction in 
retention, which will depend on the 
scope of the benefit program, size 
of group and other factors. 

In most instances there will be 
a net savings to the fund in the 
use of “self-accounting” as com- 
pared to the additional cost in- 
volved in the retention if the in- 
surance company prepares the pre- 
mium accounting. “Self-account- 
ing” is sometimes called the “short 
form” system for paying premiums. 
Consider using a “draft-book sys- 
tem” for payment of claims. 

Benefit claims can either be paid 
by the insurance company from its 
offices, or by the health and wel- 
fare fund directly by way of 
checks drawn on the insurance 
company’s bank. When a health 
and welfare program pays claims 
directly, the method used is called 
“a draft book system.” 

Here, too, when a health and 
welfare fund is in a position to 
undertake the clerical work con- 
nected with the issuance of the 
benefit checks, via the “draft book 
system” the result will be a reduc- 
tion in the insurance company’s re- 
tention. Most frequently the reduc- 
tion in the retention exceeds the 
additional clerical expense to the 
fund for processing claims. 


Think before changing 
insurance carriers 

An established health and wel- 
fare plan may occasionally be 
urged to change insurance carriers. 
Occasionally there is a good reason 
for such a change. Most frequently 

change will involve substantial 
v.tra cost and should be made be- 
fore giving consideration. 

The reasons why it is expensive 
to change carriers are: 

1. Insurance carriers have sub- 
stantial expenses in connection with 
the underwriting of the program 
during the first year. These ex- 
penses, which are included in the 
retention, cover: 

a.The cost of preparing and 

printing the group insurance con- 

tracts, employee certificates and 
descriptive booklets. 


b. The cost of the forms and ad- 

ministrative procedures for pre- 

mium accounting and _ benefit 

claims handling. 

2. Extra commissions are usually 
paid when the insurance is switched 
from one insurance company to 


another. Usually commissions are 
paid on what is called a “first year 
and nine year renewal basis.” On 
such a basis, the commissions paid 
during the first year will be ap- 
proximately four to five times as 
great as those paid for each of the 
nine renewal years. This arrange- 
ment contemplates that consider- 
able extra work will be involved in 
the first year in the establishment 
of a health and welfare program. 
However, if the insurance carrier 
is changed, often another first year 
commission will be paid and 
charged in the retention. To make 
the new first year commission less 
obvious with the new insurance 
carrier, some insurance carriers will 
level out the new first year’s com- 
missions over an extended period 
cf time. However, the net result is 
the same. In such instances, there 
are additional commissions charged 
in the retention as a result of 
switching insurance carriers. 


Adjust differences 


Health and welfare plans should 
not be switched from one insur- 
ance company to another unless 
there are very compelling reasons 
to do so. Usually it is possible to 
adjust any differences that may 
arise with the existing insurance 
carrier. The carrier understands 
there is always the implied threat 
that a failure to adjust the differ- 
ences may result in the cancella- 
tion of the contract. 

If the problem with the existing 
carrier cannot be reconciled, then 
a complete and impartial analysis 
of the situation should be made 
before taking new competitive 
bids. 

To summarize, savings in the net 
cost of insurance can be effected 
by covering a larger group, by com- 
bining policies for commission pur- 
poses, by the elimination of un- 
necessary fees, by the use of self- 
accounting, by the use of a draft 
book system of benefit claim pay- 
ments and by avoiding unneces- 
sary switches from one insurance 
carrier to another. 

A competent and reputable con- 
sultant or other trained technician 
can be helpful on all the ramifica- 
tions of insurance company gross 
and net costs, benefit plans and 
the other factors affecting health 
and welfare funds which have 
been discussed. m/m 
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TAKES CHRISTMAS RUSH IN STRIDE 


SCHENECTADY, N.Y. 

You would expect the Billing Department at Wallace’s to still 
reflect the frenzy of the Christmas rush. But with Recordak 
Microfilming they got the bills out on schedule same as every 
month—without extra help or overtime. 

Photographing the customer’s sales checks, and sending them 
out with the bill, ends need to list and describe each purchase. 
Only the sales check totals and credits are posted on bill. As a 
result, each billing clerk can handle 4 times as many accounts. 
Other advantages: Customer questions are answered in advance 
by sending original sales checks out with bill. And fire insurance 
rates on accounts receivable insurance are reduced by vault- 
storing Recordak Microfilms. 





SPEEDS THEIR SNAPSHOTS BACK 


OMAHA, NEB. 

Snapping pictures of ‘“‘snapshot envelopes” with a Recordak 
Junior Microfilmer lets Bri-Tone Division of Calandra Camera 
Company speed deliveries to some 2,000 ‘“‘pickup”’ stations. And 
it cuts costs drastically —four times as many billing clerks would 
be needed if the data on envelopes were transcribed manually 
for office record. 

Completely accurate film records—which can be reviewed 
immediately in a Recordak Film Reader—also make it easier for 
Bri-Tone to answer questions about any shipment or to trace the 
occasional misdirected envelope of snapshots. 
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Short cuts with Recordak Microfilming 


Latest reports on how this low-cost photographic process is simplifying routines 
for more than 100 different types of business .. . thousands of concerns 
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CLEARS TITLES FASTER 
LOS ANGELES, CALIF. 

In booming Los Angeles more than 4,500 multi-page docu- 
ments are recorded daily in the County Recorder’s Office—the 
busiest such office in the world. 

But Land Title Insurance Company, through the use of 
Recordak Microfilming in the courthouse, easily keeps abreast 
of it all, has a completely accurate record of all deeds, liens, 
and other real property instruments the very same day. Five 
employees, each operating a Recordak Microfilmer for 31% 
hours, do the work of 50 full-time abstract clerks using type- 
writers— never make a mistake or omission. No question about 
signatures, either. This microfilming short cut, coupled with the 
use of electronic business machines, lets Land Title give its 
customers faster, more efficient service. 


HOW YOU CAN 
PROFIT, TOO 
Chances are Recordak 
Microfilming is now 
simplifying routines just 
like yours. Write today 
for free booklet giving 
over-all picture and de- 
tailson Recordak Micro- 
filmers, priced as low as 
$550. No obligation 

whatsoever! 






“‘Recordak” is a trademark 
Price quoted subject to change without notice 


SRECORDERK 


(Subsidiary of Eastman Kodak Company) 


originator of modern microfilming — 
now in its 30th year 


eeeeeeeee ee MAIL COUPON TODAY - += > 


RECORDAK CORPORATION 
415 Madison Avenue, New York 17, N.Y. C-2 
Please send free copy of ‘‘Short Cuts that Save Millions.” 


Name Position 
Company 

Street 

City State 


(For more information, see last page) 
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How to save half 
of an executive’s salary 


Thanks to an exclusive and unique internal telephone 
system we make, many American firms today are saving 
40 minutes daily for each executive using the system. 

In a small installation (used by 6 executives and other 
personnel) this amounts, in time saved, to one-half of 
an average executive’s annual salary! In larger systems, 
of course, the savings mount. 

And there are numerous other advantages in 


STROMBERG-CARLSON’S 


DIAL - X° 


PRIVATE TELEPHONE 
INTERCOM SYSTEM 





e Dial-X is entirely private—nobody listens in 


e Dial-X is completely independent of your regular 
switchboard—no peak load waiting 

e Dial-X provides conference talks, with everyone stay- 
ing at his desk 

e Dial-X rings back after a busy signal 

e Dial-X is easily expanded—from 10 phones to almost 
a hundred 

e Dial-X is a “clean” foolproof electronic system— 
hardly ever out of service 


AND— if capital is tight, we have a no-investment 
lease plan, in which there are no extras for either 
installation or maintenance. 

Find your nearest dealer in the Yellow Pages. 
Look under “Sound” or “Intercom Systems.” Or 
write us direct. 


“There is nothing finer than a Stromberg-Carlson” 


STROMBERC-CARLSON GD 


A OIVISION OF GENERAL DYNAMICS CORPORATION 


3 E g 
od Special Products Division, 1403 N. Goodman St., Rochester 3,N.Y. @ 
Electronic and communication products for home, 
industry and defense . . . including High Fidelity 
Consoles; School, Sound, Intercom 
and Public Address Systems 


(For more information, see last page) 
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How to handle 
those vexing 


requests for 


SMALL GIFTS 


This article is reprinted from PR Magazine, and is 
based on a survey conducted by its editors. 

PR Magazine is the official publication of the 
American Public Relations Association. 


meee Quite apart from the matter of 
major corporate philanthropy, firms frequently face 
the vexing problem of handling minor requests for 
donations of products, cash, and services. 

Most such requests come from amateur solicitors— 
sincere persons who find it singularly difficult to under- 
stand why they should not get what they ask for—a 
case of canned goods for a church supper, a radio for 
a club raffle, an advertisement for a class yearbook, 
or, perhaps, the use of an auditorium for a fund- 
raising party. 

Picayune? In relation to the kind of large-scale 
donations usually passed on after careful study by a 
top management committee, perhaps so, but not in 
their potential for creating good or ill feeling—and 
often not in actual dollar outlay, when all such re- 
quests are taken as a whole. 

A sounding on the subject indicates that most or- 
ganizations which are dealing successfully with this 
problem—and there are few—do so because they have 
developed logical criteria against which all such re- 
quests can be measured and sometimes because they 
have recognized gifts as both a responsibility and 
advantage of business to the extent of seeking out 
the best ways to employ them. 

“Appropriateness” is the key criteria word cited by 
J. Philip Martin, manager of community relations for 
Ford Motor Co. and reflected by many of the re- 
spondents to the survey. In other words the relation- 
ship of the donation to company interests which would 
make it appropriate for an aluminum company to 
contribute table favors to a woman’s club dinner, but 
not so appropriate for a tire company to do so. 

“The appropriateness need not be to the company’s 
direct business objectives such as advertising its prod- 
ucts, pleasing potential customers, or recruiting per- 
sonnel,” says Mr. Martin. “But, it should relate to the 
company’s interests. Large companies like Ford usually 
have peripheral interests in such subjects as higher 
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It’s always open season on local business 
when various groups are hunting up small 
gifts, favors, contributions. How you 
handle these seemingly insignificant re- 
quests can have a strong affect on your 
community relations, expenses and 
administrative problems. These comments 
and cases will help you in deciding when 


to say yes and when to say no—and how. 


education and traffic safety. In the case of its com- 
pany communities, this interest extends to virtually 
all fields of civic improvement, public health, and 
good government. 

“The request may even relate to what we might 
call avocational interests. It may, for example, coin- 
cide with philosophies or opinions on public issues 
which are being proclaimed by its chief executives.” 

Campbell Soup Co. has found a way of coping with 
numerous plant city requests for its product as a 
dinner and luncheon item by pinning the rationale 
on the purpose of the affair. If the church is holding 
the dinner to raise money for a new wing on the 
building, for instance, it doesn’t get the soup. If the 
wing is to be a community center, however, it dces. 


Location is a factor 

Nearness of the source of the request to a com- 
pany establishment has a tendency to broaden dona- 
tion criteria. For example, although Pillsbury Mills 
has been forced to decline, politely’ and regretfully, 
all requests for its products, director of public rela- 
tions Bill Powell reports that plant managers are 
permitted to make an exception at the local level 
when the cause is one that benefits the plant com- 
munity as a whole. 

Plant town concentration enables Bristol-Myers Co. 
to turn aside gracefully the thousands of international 
requests for donations of its proprietary articles. On 
the positive side, however, director of public rela- 
tions James L. Macwithey says that the system also 
permits a larger program of gifts in the plant localities 
including the time of Bristol-Myers personnel and 
the use of such plant facilities as cafeterias and 
recreation halls, as well as contributions of products 
and money. 

The attempt to channel gifts into recognizably use- 
ful public service purposes is rapidly extending into 
the areas of Christmas and anniversaries. Consolidated 
Freightways of California has pioneered since 1951 
in the investment of the same money that would 














If you want better control in your office with 
less headaches and lower costs, you can get it 
with top-quality Hano business forms and 


systems. The Hano repre- 
sentative or dealer near 
you can show you the com- 
plete line of business sys- 
tems .. . continuous forms, 
Tab forms, Snap-a-parts, 
autographic registers and 
forms. For better control 
in 1958, write direct for 
samples of Hano forms 
for your business. 


Some dealerships open for 
established dealers in the 
South, Southwest and Mid- 
west. 
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have been used to provide Christmas remembrances | 
to customers in annual college scholarships for quali- | 
fied youngsters. The idea is so popular with trucking | 


MANIFOLD PRINTERS SINCE 1888 


General and Sales Offices: Warehouse and Branch Plant: 
HOLYOKE, MASSACHUSETTS MT. OLIVE, ILLINOIS 
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“Star” Counters in 
Your Organization? 


How Many | 


Chances are you don’t em- 
ploy people to count Stars 
... but you do want them to 
keep track of certain basic 
figure facts in your opera- 
tion. 


Now it can be done faster, 
much more accurately and 
economically with The 
DENOMINATOR! No 
pencil or paper required. 
Write for free descriptive 
literature, Dept. MM-81. 


THE 
DENOMINATOR COMPANY, INC. 
261 Broadway, New York 7, N.Y. 


Manufacturers of Tabulating 
Machines for over 40 years 











designed 


at assembly 
line prices 


161 Models in Stock 





Equipto’s complete line of modern flow Benches 
give you an unlimited choice of units. They can 
be used singly or arranged into one continuous 
streamlined assembly. Available with many types 
and styles of drawers, drawer pedestals, cabinet 
pedestals, sliding doors, aerial shelves, and a 
choice of 4 different tops. 

Each drawer is a vault unto itself... cannot be 
pilfered by removing drawer above. All drawers 
ride quietly on four trouble-free nylon rollers. 
Write for free catalog No. 200 illustrating and 
describing this outstanding line of top quality 
benches. 







GEE Division of 

4 a Aurora Equipment Co. 
615 Prairie Avenue 

| Aurora, Illinois 


Steel Shelving . . . Parts Bins . . . Drawer Units . . . Lockers 
Carts... Work Benches 
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customers that it is now promoted by the Regular 
Common Carrier Conference of the American Truck- 
ing Association, says Charles D. Brown, publicity 
manager. 

In the retailing field, requests for cash and mer- 
chandise are so numerous and consistent that civic 
merchants associations, such as that in Philadelphia, 
have undertaken the chore of screening all those over 
a certain amount in financial value. 

On the other hand, a store such as Gimbel Brothers 
still faces a formidable assortment of “will you, pleases” 
and frequently it is advantageous to say “yes.” Mrs. 
Dorothea W. Sitley, director of consumer relations, 
states that the company has found an acceptable 
measuring stick in a limitation of one gift per year to 
each group, restriction to merchandise items rather 
than money, a ban on ads for souvenir programs, 
and gearing of luncheons and parties to community 
improvement and fashion. 

A similar system is followed by a large retail es- 
tablishment in Washington, D. C., which answers 
only formalized written requests from recognized 
groups and not from individuals. The store prefers 
not to give if the funds raised by a benefit affair are 
going back into the treasury of the requesting or- 
ganization—unless, of course, it is an organized charity. 


Affinity of interest 

Jerome E. Klein, public relations director for Lane 
Bryant, which has a national network of retail outlets, 
is one who feels that there should be an affinity of 
interest between giver and receiver. His organization 
tries to seek out those non-profit groups which best 
serve the same people Lane Bryant is serving. 

“It is logical,” says Mr. Klein, “that we should be 
interested in helping the work of an organization 
concerned with maternity education and maternal 
health programs. It is just as logical that we should 
be interested in organizations devoted to aiding the 
obese woman or the tall girl.” 

Inevitably, under any sort of screening process a 
company faces the fact that there must be refusals 
and that the delicacy with which these are handled 
can have far-reaching impact on public relations. The 
ease in creating the right atmosphere, the survey 
indicates, is much greater when the company is able 
to state in its refusal the kinds of things incorporated 
in its regular pattern of giving and donating. At times, 
the criteria cited in a letter of refusal—or inserted in 
the form of a printed enclosure—can be helpful to 
the requestee in regearing his next approach to the 
interests of the company or in better designing the 
overture in behalf of some other group which he 
may also represent. 

In general, the comments emphasized that, while 
large-scale giving is usually guided by a manage- 
ment committee consisting of people from the staff 
of the finance department, the secretary’s office, and 
the employer-employee relations division, it is desir- 
able to have public relations representation on such 
a committee. This is because public relations is both 
the custodian of the “thought market” in which the 
contribution will have its impact and the communi- 
cator of the gift announcement. 

In the Lever Brothers Co. operation, J. E. Drew, 
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public relations director, serves as chairman of the 
kind of management committee referred to above. 
This committee makes the primary decision on con- 
tributions of all types. The four questions asked re- 
garding all overtures are these: 

1. Is it in the interest of the company and its 
products in any way? 

2. Is it in the interest of the company’s employees? 

3. Will it benefit a community in which the com- 
pany has an interest? 

4. Is it the kind of cause with which the company 
wants to be identified? 

Lever Brothers has found it advisable to eliminate 
from consideration proposed donations and contribu- 
tions to causes which are strictly religious, racial, or 
political. 

In the interest of arriving at equitable amounts 
nationally and locally, Lever Brothers uses a per- 
capita formula based on the number of the com- 
pany’s employees affected by the cause. m/m 
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People make the firm 





Bic Business AND Human Vatues, by Theodore V. 
Houser. McGraw-Hill Book Co., New York, 1957. 
103 pp. $3.50. 


In this concise volume, the chairman of the board 
of Sears, Roebuck & Co. tells about the basic manage- 
ment policies that have guided his company’s growth. 
The author’s main thesis concerns Sears’ recognition 
that its development and prosperity have always been 
dependent upon its ability to select the right people, 
and to provide its people with adequate opportuni- 
ties for experience and progress. 

The firm’s “humanized” approach is also delineated 
with respect to its many years of dealings with cus- 
tomers, suppliers and the many communities in which 
it operates. The contents of the volume are based on 
a series of lectures given by the author at the Colum- 
bia University Graduate School of Business. Although 
the experiences of a “big business” firm are the major 
source of the book’s contents, its lessons may be ap- 
plied’equally well to companies of any size. 


How to install electronics 


INSTALLING ELECTRONIC Data PROCESSING SYSTEMS, 
by Richard G. Canning. John Wiley & Sons, Philadel- 
phia, 1957. 193 pp. $6. 


Written in non-technical language, this book covers 
questions of installing electronic data processing sys- 
tems, including fitting EDP into an organization, pro- 
gramming, selection and training of operating person- 
nel and physical installation of the system. 

It deals extensively with questions of costs involved 
in EDP installation and operation, and is based upon 
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actual case studies. The author is an associate re- 
search engineer at UCLA as well as a member of sev- 
eral national engineering and management societies. 


Facts about the labor movement 


Lapor IN A Grow1nc Economy, by Melvin W. Reder. 
John Wiley & Sons, Philadelphia, 1957. 534 pp. 
$6.50. 


Designed fundamentally as a textbook for a labor 
economics course, this work nevertheless should prove 
of value to the businessman seeking to understand 
the relationship of organized labor to our current level 
of economic development. 

The author, a professor of economics at Stanford 
University, analyzes wage trends, income, occupational 
movement and the institution of the trade union in 
relation to our over-all economic development. A com- 
prehensive history of the development of the Ameri- 
can trade union movement forms an important section 


of the book. 


Management is communication 


BetrerR Business CoMMunicaTiION, by Dennis Mur- 
phy. McGraw-Hill Book Co., New York, 1957. 306 
pp. $4.50. 


This book is based on what is described as a two- 
fold thesis: management is communication; job fulfill- 
ment is communication. 

The informally written, heavily illustrated text dis- 
cusses what the author considers the seven basic skills 





Swifty, thrifty 
numbering 
machine 


Handles most every of- 
fice numbering job 
quickly, inexpensively. 
Automatic — consecu- 
tive, duplicate, repeat; 
6-wheel capacity. 
Sturdy frame, easy ac- 
tion, smooth operation. 
Prefixed letter wheel 
when desired without 
extra cost. 
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Aurora, Ill. 


of human communication in business, which he lists as 
thinking, doing, observing, talking, listening, writing 
and rewarding. Each chapter is followed by specific 
case studies and by a series of questions designed to 
stimulate group discussion. 


Systems of work measurement 


ENGINEERED WorK MEASUREMENT, by Delmar W. Kar- 
ger and Franklin H. Bayha. Industrial Press, New 
York, 1957. 635 pp. $12. 


Not only does this book present an exposition of 
the principles, data and techniques of methods-time- 
measurement, but it also coordinates this system with 
the well established techniques of time and motion 
study, to indicate that the two systems are comple- 
mentary and interrelated rather than opposed. 

The fundamentals of MTM are discussed in 14 
basic chapters, following which the authors present 
a survey of time and motion study as used to meas- 
ure process and cycle times. As a special feature 
which will help design engineers, tool engineers and 
foremen, there is a chapter which outlines a simplified 
methods-time-measurement technique. 

Terms are illustrated and defined, and special 
MTM mathematics, standards and applications as well 
as the organization and development of training 
courses are covered. 


How to alter a firm’s structure 


EFFECTING CHANGE IN LaRGE OrcGANrIzATIONS, by Eli 
Ginzberg and Ewing W. Reilly (with the assistance of 
Douglas W. Bray and John L. Herma). Columbia 
University Press, New York, 1957. 155 pp. $3.50. 


What problems are involved when a large organiza- 
tion decides to alter its basic organizational structure 
in order to improve its efficiency? While other books 
have been directed at the mechanical problems to be 
solved in such a change-over, this volume is con- 
cerned with the social and psychological aspects of 
dealing with the executives who are involved in the 
change. 

The authors believe that “effecting change in large 
organizations is primarily a question of altering the 
behavior patterns of the executives who carry major 
responsibility.” To this end, they employ social sci- 
ence and psychological theory in discussing this aspect 
of directed change. 


How to handle job evaluation 


Jos Evauation, by John A. Patton and C. L. Little- 
field, Ph.D. Richard D. Irwin, Inc., Homewood, IIl., 
1957. 367 pp. $7.80. 


This is a revised edition with comprehensive cov- 
erage of all phases of job evaluation. The text is docu- 
mented with up-to-date case histories. Emphasis is 
placed on proper approach to planning, organizing 
and winning acceptance of evaluation systems. 

Among areas treated are detailed techniques of job 
analysis, selection of evaluation methods, union atti- 
tudes toward job evaluation and building wage and 
salary structures. Various grading and merit methods 
are supported by actual system studies. m/m 
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NCR PAPER gives you faster, cleaner 
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COPIES WITHOUT CARBONS 





Business forms users everywhere are dis- 
covering that NCR Paper speeds up 
their work. Without using carbon paper 
or even any carbonization, this amazing 
paper makes perfect copies of sales slips, 
invoices, premium notices, stock requisi- 
tions—any one of hundreds of applica- 
tions where clean, clear copies are needed. 

Non-smearing NCR Paper, perfected 
by the research laboratories of The Na- 
tional Cash Register Company, elimi- 
nates smudging of copies or fingers and 


ANOTHER PRODUCT OF 


is easy to handle because it requires no 
carbon inserts. Up to five legible copies 
can be made with a standard typewriter, 
ball-point pen or pencil and eight or more 
with a business machine or electric 
typewriter. 

NCR Paper is simple to use. Just put 
together several forms. Copies are ob- 
tained from hand written or business 
machine or typewriter forms. Finished 
copies are always neat and clean, easy 
to read. 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Onio 


969 OFFICES 
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IN 94 COUNTRIES 


(For more information, see last page) 


Have your forms printed on NCR Pa 

by your present forms supplier. You'll be 
amazed how easily it solves the problem 
of producing multiple copies. You'll get 
better, cleaner copies in less time! Phone 
your present forms supplier, to- 

day, for further information. 
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PROFILE OF A NEW KIND OF MANAGER— 


(Continued from page 31) 


Added engineers were hired to de- 
sign and perfect a broader line of 
airborne timing and sensing de- 
vices. 

Another portion of the newly 
available funds were budgeted to 
accelerate the expansion program 
for Shavex. Advertising was stepped 
up and new salesmen were hired. 
The line had been broadened 
with such items as a shaver plug- 
in attachment for car cigarette 
lighters. In addition to this, Burgess 
found a way to sprezd his sales 
costs over a broader base without 
getting into the highly competitive 
home appliance business. He took 
on the distribution of a line of 
quality shaving toiletries, such as 
after shave lotion. These new items 
helped bring Shavex costs down, 
push sales up. 

Despite this new emphasis on 
Shavex, however, Burgess knew 
that the product was still under- 
capitalized. Bigger capital invest- 


Expanding volume 
brings a problem: 
lack of cash. 


































ments in the product could have 
resulted in bigger sales and prof- 
its. But by now, top priority, for 
capital and other resources, was be- 
ing given to the Avionics Division. 

While energizing his two existing 
divisions, Burgess also used funds 
from the stock sale to add a third 
leg to the corporate stool. Keeping 
his financial public in mind, he 
moved into the industrial electron- 
ics field by purchasing a two-thirds 
interest in a two-year-old firm 
called Electromec, Inc., in Bur- 
bank, Calif. This small, 30-em- 
ployee company had designed and 
begun preliminary production of 
electronic instruments for industry. 
The acquisition brought in some 
fine engineering talent as well as 
product designs that tied in with 
the Avionics Division of Electronic 
Specialty. The firm needed the 
shelter of a bigger concern that 
could finance its production and 
assist with distribution. Burgess 





paid $60,000 in cash and stock for 
the two-thirds interest in Electrom- 
ec, took an option on the remain- 
ing interest at a higher rate, in 
order to provide an incentive for 
the Electromec management. Then 
he set about expanding production 
of the instruments, building up 
channels of distribution, in addi- 
tion to continuing emphasis on re- 
search and development to improve 
and expand the line. This initial 
work showed good promise. 

The acquisition gave Electronic 
Specialty a unique balance of three- 
way diversification within electron- 
ics: consumer (Shavex), military 
(Avionics), and industrial (Elec- 
tromec). 

The future looked bright as the 
company moved ahead with its 
three businesses. But before long, 
the old problem appeared. Elec- 
tronic Specialty ran out of money 
again. And this time, it ran out of 
management, too. 


PROBLEM NUMBER 3: How to prune for profits 


Spinning off two divisions con- 
solidates money and manage- 


ment for new growth surge. 


m Electronic Specialty Co.’s di- 
versified operations had become 
scattered in eight separate loca- 
tions. In 1955, President William H. 
Burgess pulled the pieces together 
and housed them in a modern new 
building on the outskirts of Los 
Angeles. Designed for the com- 
pany’s own specific requirements, 
the building was acquired on a 
standard lease-back arrangement 
in order to conserve scarce capital 
for operating growth. 

And the company’s growth was 
accelerating. In the Electromec Di- 
vision, a substantial backlog built 
up quickly for the industrial instru- 
ments being produced (large 
screen oscilloscopes ). The Avionics 
Division, strengthened by new 
electronic designs brought in with 
the acquisition of Electromec, was 
producing electronic components 


for aircraft at a faster clip than 
ever, had expanded well beyond 
the million dollar annual volume 
mark. Shavex, the attachment for 
electric shavers, which six years be- 
fore had been the starting point for 
the company’s growth, was continu- 
ing to sell reasonably well, but had 
run into snags. A major electric 
shaver manufacturer had come out 
with a competing converter attach- 
ment. Partly as a result of this, 
Avionics sales had shot up to three 
times the size of Shavex sales— 
creating a tail-wags-dog situation. 
Expanding sales volume meant 
the promise of bigger profits for 
Electronic Specialty Co. But it 
meant something else, too. It 
meant increased strain on already 
scarce capital reserves. Late in 
1955, the clouds of a serious money 
shortage began to darken again. 
President Burgess searched for 
new ways to strengthen his com- 
pany’s financial position. He noted 
that U. S. Time Corp., in Water- 
bury, Conn., was marketing a clock 
called Timex, paralleling the name 
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There are dozens of general magazines 
read by executives: 


Life, Post, Reader’s Digest, Look, Time, Newsweek 





There are others edited for their 
broad business interests: 


U. S. News, Business Week, 
Nations Business, Fortune 





And many more for specific news in specific fields: 


Retailing, Steel, Mill and Factory, 
Journal of Accountancy, Chemical Processing 





But only MANAGEMENT METHODS serves the 
business executive specifically in terms of 
his problems as a General Administrator. That’s why 
more and more producers of goods and services are finding it 
pays to advertise in MANAGEMENT METHODS — 
The Magazine of Administrative Management 
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In the cold light of financial reality, a serious admission: too much diversification 


of his own Shavex. He felt there 
might be an area of cooperation be- 
tween the two companies for mu- 
tual advantage. Burgess contacted 
U. S. Time Corp., and interested 
the company in his own operations. 
As a result, U. S. Time took a one- 
year option on 303,000 shares of 
Electronic Specialty stock. If exer- 
cised, the option would provide 
Burgess with nearly $1 million, in 
addition to making some of U. S. 
Time’s plant and sales facilities 
available to Electronic Specialty. 

But the option deal didn’t really 
solve Burgess’ problem. He needed 
growth capital now, not a year from 
now.” At the start of 1956, it was 
clear that imaginative thinking and 
strong action of some kind were 
called for. 


THE ANSWER 


At the base of his problems, Bur- 
gess realized, was his diversifica- 
tion. It was true that he had con- 
fined his three separate businesses 
within the over-all scope of elec- 
tronics, but the branches were far 
flung enough so that they did not 
greatly augment each other. Each 
one was tying up separate and 
sizeable sums of money. Example: 
only a few months after the Elec- 


*Actually, the option was dropped by U. S. 
Time 11 months later. 
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tromec Division had been acquired 
for an initial $60,000, it had ab- 
sorbed a capital investment of 
$200,000. 

But this amount of capital was 
only a fraction of the total invest- 
ment going into the Avionics Divi- 
sion. During the fiscal year ending 
March 1956, $350,000, or 17% of 
total company sales, was invested 
in Avionics engineering, research 
and development. To provide for 
such huge outlays to stimulate 
growth, Burgess finally had to 
break his record of steadily increas- 
ing profits. In fact, for fiscal °56, 
the company experienced a 1% net 
loss. 

In theory and on paper, Burgess’ 
plan for three-way diversifications 
into consumer, military and indus- 
trial electronics had seemed com- 
pletely sound. In practice, it had 
proved less sound. Reviewing his 
accomplishments and forward 
plans in the cold light of financial 
reality, Burgess forced himself to 
make a serious admission—his com- 
pany was still too small to be going 
in three directions at once. To- 
gether with the money problem, 
Burgess had been hard put to staff 
his company with the large number 
of key personnel needed to run all 
three businesses (see Problem 
Number 4). 

He still believed his company 


should be diversified, but he saw 
now that for the time being at least 
he would have to diversify on a 
less broad scale. Operations would 
have to be confined under smaller 
capital and management um- 
brellas. 

Two out, one to grow. Having 
thus decided, the problem became 
one of determining how to con- 
solidate. All of the facts pointed to 
a single logical answer: prune away 
two of the branches to provide 
more nourishment for the third. 

It was no difficult decision for 
Burgess to select the divisions to 
retain. Avionics held the most 
profit promise, both immediate and 
long range. 

Thus Shavex and Electromec 
were scheduled for pruning. 

Here is the thinking that Burgess 
applied to this decision: 

From the beginning, Burgess 
had realized that Shavex could be 
more profitably handled by a big- 
ger firm with an already estab- 
lished line of home appliances and 
a ready-made sales force. Through 
the years he had aggressively built 
up Shavex knowing that the time 
might come when it would be ex- 
pedient to spin it off. That time 
had now come. 

Regarding the industrial instru- 
ments division, the facts were 
equally clear cut. Electromec, Inc. 
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"We faced the need 


for growth capital 
not a 


now, year 


from now." 





had been sold to Electronic Spe- 
cialty by its original owners be- 
cause they did not possess the cap- 
ital to begin making and selling the 
products they had developed. Bur- 
gess had been able to provide the 
capital for this purpose, but he fi- 
nally found that the amounts re- 
quired were larger than he had at 
first anticipated. Further, the in- 
dustrial electronics market was not 
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nearly as large as the aircraft elec- 
tronics market. Burgess realized 
that the time might not be far off 
when the relative size of these mar- 
kets might be reversed, but even so 
he felt confident in his decision to 
retain Avionics and prune off Elec- 
tromec. Reason: all of the products 
in the airborne electronics line are 
adaptable to industrial controls 
and automation. 

Telephone technique. The meth- 
od used by Burgess to find buyers 
for his Shavex and Electromec divi- 
sions was direct and simple. Start- 
ing with Electromec, he merely 
compiled a list of companies that 
he considered to be prospective pur- 
chasers, using trade association di- 
rectories and other sources. Then 
he picked up his telephone and 
spoke with the presidents of these 
firms, reporting that the division 
was for sale. 

As it turned out, Electromec was 
sold to a firm not on the list: Fed- 
eral Telephone and Radio Co. (a 
division of IT&T), in Clifton, N. J. 
This company wanted the division 
for use as a nucleus around which 
to build a new line of industrial 
and commercial instruments. The 
sale took place in June 1956. 

Using his same telephone tech- 
nique, Burgess sold Shavex a few 
months later. The purchaser, Dy- 


- namics Corp. of America, arranged 


for the distribution of the Shavex 
product by Waring Products Corp., 
makers of the well known Waring 
Blendor. 

The two spin-offs netted Elec- 
tronic Specialty a capital gain of 
$114,000 and created $400,000 in 
working capital. These funds were 
used to further strengthen the base 
for growth in the Avionics Divi- 
sion. More and better production 
and testing assets were acquired, 
including a testing range of one 
type that still tops anything like it 
in the field (see cover illustration. ) 
Such facilities moved Electronic 
Specialty to a still higher position 
of dominance in its field. As an in- 
dication of the growth, the new 
building that Burgess had moved 
his diversified operations into in 
1955 had to be expanded the next 
year even though two divisions had 
been sold. 


Following his previous pattern, 
Burgess again beefed up his R&D 
program using the new funds avail- 
able. Out of this research, plus the 
development that had gone before, 
came budding new products for the 
narrower kind of diversification 
Burgess was now seeking. 

Today, Electronic Specialty’s 
business has divided into four 
major related divisions, all within 
the field of electronics for aircraft 
and missiles. The divisions are: 
Avionics, the time delay relays that 
are the company’s bread and but- 
ter today; Radiating Systems and 
Components, a rapidly rising line 
that now accounts for 50% of the 
company’s $2.6 million backlog; 
Subminiature Relays, a line of 
products still in the development 
stage but which should be bringing 
in orders at a fast clip this Spring; 
and the Systems Division, which is 
involved in packaging various of 
the company’s products as com- 
plete systems. Each of these lines 
has a potential of $1 million or 
more in annual sales. Planning 
ahead, still other related lines are 
being developed—flashers, sensors, 
specialty devices and test equip- 
ment—each of which can be devel- 
oped to the same million dollar 
level.*® 

The aim: up. Burgess started 
with a company worth $9,000 in 
1949. Since then he has devoted 
himself to profit probing, diversi- 
fying, financing, pruning and devel- 
opment work. How has it paid off? 
The answer is reflected in these in- 
teresting comparisons: 

™@In the current fiscal year, 
which ends next month, Burgess 
will have pushed sales close to the 
$5 million mark, up 50% over last 
year. Operating profits will be an 


estimated $350,000. 
= Net worth has more than 
doubled to $1.2 million since 


February 1955 when the company 
went public. In terms of the market 
value of its stock, the company is 
now worth almost $4 million. 

Says President Burgess: “We 
have felt the effects of the current 
stretchouts and cutbacks in the de- 





*The recent acquisition of a small division of 
another electronic firm has contributed to the 
broadening of the product base. 
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THE DECORATOR FABRIC THAT WORKS 
IN YOUR OFFICE...U. S. NAUGAHYDE® 


FINEST VINYL UPHOLSTERY FOR ALL AMERICA 





It's smart business when you can combine good looks and lasting per- 
formance with minimum upkeep! That’s why U. S. Naugahyde is the right 
upholstery for your office! You can choose famous Elastic* Naugahyde or 
deep-dimensional Breathable* Naugahyde in a wide variety of handsome 
textures and rich colors... yet for all their look of luxury, they’re scuff re- 
sistant, easy to keep clean. When next you buy office furniture, specify 
U.S. Naugahyde tailored over U.S. Koylon® Foam Cushioning... it’s the 


ultimate in long-lasting comfort. * Patent applied for 


Coated Fabrics Dept., Mishawaka, Indiana 


(For more information, see last page) 
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fense program, but we don't be- 
lieve this temporary shifting of 
gears will affect our long range rate 
of growth. We have a number of 
new products pending that should 
increase our future volume. We 
have projected a future re-entry 


PROBLEM NUMBER 4: How to staff for profits 


A staff is built by raiding bigger 
firms, hiring young unknowns 


with high potential. 


a “There are particular times in 
the life of a corporation when you 
need a particular man with par- 
ticular talent. Whether or not you 
get him makes the difference be- 
tween life and death.” 

These cogent words were spoken 
recently by an executive of Elec- 
tronic Specialty Co. They express 
a belief that William H. Burgess, 
president of the company, sub- 
scribes to completely. Burgess 
rightfully credits the dynamics of 
his company’s growth to the coor- 
dinated efforts of a group of key 
people who are, or have been, in 
the organization. 

Burgess himself has worked pri- 
marily as the money manager, es- 
pecially in recent years. His reason 
for this is that he considers finance 
to be the one area where his ef- 
forts, as president, can be most 
profitably applied. His record 








































into the industrial electronics field. 
We have several acquisitions pend- 
ing that will strengthen our prod- 
uct lines and our pool of engineer- 
ing and management talent. We 
think we have now laid the ground- 
work for the future.” 


"The need for talented 
people has been more ham-— 
pering than lack of cap— 


ital" 


cause key jobs in his company ex- 
pand too fast. As the company 
grows, key people must be able to 
grow as fast—or faster. Jt is this 
fact that has made it necessary for 
Electronic Specialty to find and 
attract people who are willing to 
step down to smaller jobs tempo- 
rarily in order to help pull the com- 
pany up. In the long run, Burgess 
emphasizes, the rewards are well 
worth it. 

In the early days of Electronic 
Specialty’s surge forward, the 
manpower problem was not as 
urgent as it later became. Burgess 
had been able to interest David 
Marcus, former owner of Elec- 
tronic Specialty, in rejoining the 
organization as a profit sharing 
executive. Marcus assumed the role 
of executive vice president and 

Burgess discovered early that treasurer, stayed with the company 
there is a special breed of individ- _ until mid-1955. 
ual for whom his kind of growth In the meantime, however, 
company holds a particular appeal. | mushrooming growth had brought 
This breed is more interested in the need for key men into sharp 
the spirit of adventure in a small _ focus. A large part of the problem 
firm than in the security of a big was solved when Burgess met a 
company. Burgess also found out, man named C. Raymond Harmon 
however, that such people are through his affiliation with the 
probably the scarcest commodity Young Presidents’ Organization. 
in the manpower market. Never- Harmon, a young, racehorse type 
theless, he has managed to attract 
a full complement of them, and to 
weave them together into a man- 
agement and engineering staff of 
unique caliber. 

Step down and grow. Burgess’ 
recruiting methods has been 1) to 
raid bigger firms, and 2) to search 
out young unknowns with a high 
potential ability. 

Burgess never goes after a man 
who is merely able to handle a job 
as it exists at the moment. This 
would be foolhardy, says he, be- 


seems to back up the wisdom of 
his attitude. 

But Burgess has not been a fi- 
nancial president solely. Says he: 
“I can point to a number of times 
when the need for talented peo- 
ple has been more hampering to 
us than lack of capital. Through 
the years I'd say I’ve spent about 
one-fourth of my time recruiting 
and motivating people . . . a spe- 
cial kind of people—people who 
can do a better job in most phases 
of the business than I am able or 
equipped to do.” 

In his talent scouting efforts, 
Burgess has faced one chief prob- 
lem: the men he has sought have 
often been in bigger jobs already 
than he could offer them. 
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Harmon (left) and Ciscel 
(below): balance for the 
top management team. 












Assistant to the President Harmon: 
the ability to attract key people. 


of sales-minded executive, had a 
solid record of management ac- 
complishment behind him. As 
president of Leach Corp. (electri- 
cal products), he had just scored 
a three-year achievement of push- 
ing sales up from $2.5 million to 
$9 million. This was just the kind 
of talent Electronic Specialty need- 
ed. 

Harmon joined the company in 
April 1955 with the deceptive title 
of assistant to the president. Actu- 
ally, he operates on a level nearly 
parallel with Burgess. He directs 
sales, and, because he spends a 
good deal of his time with custom- 
ers, is in a unique position to spot 
needs for new products that can 
supplement Electronic Specialty’s 
line. Further, because he possesses 
an ability equal to Burgess’ for at- 
tracting key people, Harmon has 
now taken over a large part of the 
manpower recruiting task. 

At the beginning of last year, 
Burgess still faced the problem of 
finding a third man to fill out the 
company’s top management. He 
needed a general manager strongly 
qualified to take charge of produc- 
tion and engineering. In late 1956 
the post was vacated again by Clare 


A. Mason who left to assume the 
presidency of another firm. 

But Burgess and Harmon knew 
of just the man to take Mason’s 
place. The candidate was Benja- 
min H. Ciscel, who was then man- 
ager of weapons system at RCA in 
Camden, N. J. Ciscel had demon- 
strated a valuable combination of 
abilities: he was both a _ highly 
qualified engineer and a good man- 
ager. At RCA he was handling $30 
million in R&D programs. Thus, 
once more the problem was one of 
inducing a key man in a big job to 
give up his security and accept a 
job that would be smaller at first. 
Ciscel, enticed by a salary boost 
plus a stock option and a liberal 
executive profit sharing program, 
accepted the invitation and made 
the switch early in 1957, assuming 
the post of executive vice presi- 
dent. 

Spirited executives. Like Ciscel, 
many of Electronic Specialty’s 
middle management people have 
been spirited away from big firms. 
Examples: William H. Doty (direc- 
tor of engineering ), previously chief 
engineer for Bulova Electronics; 
William R. Martin (manager of 
radiation systems), formerly head 
of the antenna laboratory at Lock- 
heed Aircraft. 

Thus Burgess has found that his 
small company can_ successfully 
compete with big and giant firms 
for the cream of the manpower 
supply. It can be done, says Bur- 
gess, by offering inducements and 
motivations that few big corpora- 
tions are willing or able to match. 

For example, Electronic Spe- 
cialty offers a variety of extra finan- 
cial incentives for its people. 
Among them: 

Stock purchase plan open to all 
of the 200-odd employees. The 
company contributes $1 for each $4 
invested by the employee. 


As a new business grows, a fortune multiplies. 





Liberal stock option plan for 
key people. 

Administrative bonus plan for 
key people. Bonuses are based on 
net profit and determined by a 
point weighted system. 

Engineering bonus plan, based 
on a similar point system. Under 
this plan, a chief engineer can earn 
a bonus of about $1,500 per 
quarter, and a good engineer can 
reasonably expect to earn a bonus 
of $1,000 per quarter. 

“You can’t recruit a good man 
just by offering him a good job,” 
says Burgess. “You have to offer 
him a future. And it has to be the 
kind of future in which his rewards 
are going to be at least largely de- 
termined by his own efforts.” 


PROFILE OF A NEW 
KIND OF MANAGER 


In nine years, President William 
H. Burgess has molded a vigorous 
and smooth-running company, and 
steered it on the road of expanding 
profits. In the process, his personal 
fortunes have multiplied. 

Two points stand out in his 
actions: 

1. After once determining the 
best direction for his young com- 
pany, Burgess eliminated second- 
ary profit routes, even significantly 
large ones, in order to concentrate 
capital and other limited resources 
where they would do the most 
good. 

2. As president, Burgess has cen- 
tered his own efforts in the one 
area—finance—where he feels he 
can produce best results. Other 
functions have been delegated to 
competent associates and_ sub- 
ordinates. 

There is nothing mysterious or 
unique in the business strategy 
Burgess has used. Part of his ap- 
proach has been simply to adapt 
to his own needs the practices of 
big business. In so doing, he has 
added further evidence that today’s 
new kind of manager, armed with 
the tested methods of professional 
management, can produce rela- 
tively the same results in any com- 
pany—regardless of its current size, 
field, or problems. m/m 





Reprints of this article are avail- 
able at the following prices: 


Single reprints ....... $1.00 
Sixx VORVERIS 22. ccces 2.50 
Seven to 99 ...... 40¢ each 
100 or over ...... 35¢ each 
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editorial items may be found accompanying those items. 
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“Ujaltonal Accounting System saves us $200,000 
a year...returns 102% annually on our investment.” 


— PITTSBURGH PLATE GLASS COMPANY, Pittsburgh 


"We have invested $195,098 in National 
Accounting Machines. Their many automatic 
features, their ability to produce several 
accounting records simultaneously, and their 
flexibility which permits shifting them quickly 
from one job to another—all these enabled 
us to improve our accounting procedures, 
resulting in estimated savings of $200,000 
a year which recovers our investment every 
12 months. 

“In addition to payroll writing, these 


Nationals are used for cost distribution, bond 
purchases, government reports, security ben- 
efit plan, general ledger, cost ledger, sales 
analysis, age analysis, work orders, produc- 
tion controland scheduling, inventory control, 
accounts receivable, and accounts payable. 

“We are impressed with the ease and sim- 
plicity with which the equipment operates.” 


Jf iheane 


Controller, Pittsburgh Plate Glass Company 


THE NATIONAL CASH REGISTER COMPANY, varton 9, ono 
989 OFFICES IN 94 COUNTRIES 


(For more information, see preceding page) 








In your business, too, National 
machines will pay for themselves with 
the money they save, then continue 
savings as annual profit. Your nearby 
National man will gladly show how 
much you can save—and why your 
operators will be hap- 
pier. (See phone book, =e 
yellow pages.) ao 
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*Dealers listed in ‘Yellow Pages 
under **Office Furniture.’’ 
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| GLOBE-WERNICKE makes business a pleasure 


Is your desktop cluttered with important, but often idle, business 
aids? Put the problem behind you with a versatile Streamliner Cre- 
denza by Globe-Wernicke. A handsome addition to any oflice, your 
credenza lets you keep those necessary business tools out of sight and 
out of the way, but always within easy arm’s reach, 

You build your own Streamliner Credenza, choosing from many 
components with a wide range of function: vertical files, bookcases, 
open storage units, closed cabinets, telephone stand. And the com- 
ponents you select are joined beneath a linoleum or heat-resistant 
plastic top in lengths from 33 inches to 100 inches . . . featuring square 
or molded edges. 

For the complete story of work-engineered Streamliner 
Credenzas on the job in your office, just have your secre- 
tary call or write your nearest Globe-Wernicke dealer* 
and ask for our free illustrated brochure. Or, if you wish, / 
write us direct, Dept. F-2 
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OF THE WORLD’S FINEST BUSINESS EQUIPMENT, SYSTEMS AND FILING SUPPLIES 


For more information, see page 81 











